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Paragon Works, Enfield, Middx. 
Tel: Howard 165! 


ACME 


LETTERS 


TO THE EDITOR 


Making Ads. Fit 
The Job 


Sirn,—In your issue of October 
18 “Copytaster” lashes the adver- 
tising of the Building Societies. 
In an attempt to bolster up his 
disdain of such advertising he in- 
cludes in his illustration an an- 
nouncement of our client The 
Worth of England Building 
Society. 

“Copytaster” bemoans the lack 
‘of imagination shown in these ad- 
vertisements. He condemns them 
for being so small; he is offended 
‘because, as he puts it, “they are 
all saying pow ig & the same 
“thing,” and again because they 

“appear so infrequently. 

_ “Copytaster,” in his infinite 
‘wisdom, would combine these 
“smalls” into one big beautiful co- 
operative advertisement, for then, 
“he brightly explains to his admir- 
‘ing shadow, “they could be big 
and powerful and persuasive.” 

Does he fondly believe that ad- 

‘vertising is framed to entertain 
‘him or to win his condescending 
approval? Since when was size 
of space the essence of a good 
advertisement? Any half-wit can 
sell something with half pages— 
though it may well be expensive 
selling! And why should the 
+ Societies not say the same thing? 
Don’t the pickle people and the 
jam jarrers and the soap folk and 
| the cosmetic cuteys all “say virtu- 
ally the same thing” within their 
own spheres? 

Since when was it bad to say 
what you have to offer in a direct, 
straightforward way? It was our 
belief that the criterion of a 
good advertisement was whether 
or not it did what it set out to 
do. So let us turn to results. The 
advertisement for the North of 
England Building Society of 
which “Copytaster” is so scornful 
has within four years increased 
the Society's assets nearly ten 
times. 

A sequence of insertions re- 


cently booked to appear in only 
four national newspapers was 
cancelled after the second inser- 
tion, the not unsubstantial invest- 
ment target having been secured. 
Knowing beforehand the value 
of investments desired, our 
clients now deliberately reserve 
single insertions to avoid the em- 
barrassment of over investment. 
In other words, advertising is 
placed for what is wanted. 
E. W. USHER, 
General Manager, 
Redheads Advertising Ltd. 
Newcastle-upon-Tyne. 


Bouquet 


Sirn,—On behalf of the Publi- 
city Club of London, which itself 
was founded in 1913, may I add 
my sincere congratulations on 
achieving your 2,000th number. 

I should like also to take this 
opportunity of paying tribute to 
the great services your journal 


| 

Telegram 
My sincere congratulations on 
completing your second thousand, 
You have provided a valuable 
and almost indispensable service 
to those interested in advertising. 
Kindest regards and best wishes 
to “Advertiser’s Weekly” for the 
aext two thousand.—Edward L. 

, Lloyd, Oxford. 


has always rendered to our Club. 
and all who are concerned with 
publicity in its many forms. 

We send you our best wishes 
for continued success and devel- 


opment. 
F. MURRAY MILNE, 
Chairman, 
Publicity Club of London. 


Worked On First 


Dummy 


Sir,.—With still vivid memories 
of a weekend spent at Esher with 
Jack Akerman, helping him 
work out the first dummy of 
ADVERTISER'S WEEKLY, may lI 
add my congratulations to the 


Se 


many you have received on its 
2,000th issue. 

For the sake of historical 
accuracy may I point out one 
little slip in your interesting story. 
George Warrington and George 
Edgar were one and the same 
person. As far as I remember he 
adopted the nom-de-plume as a 
contributor to the old Printers’ 
Ink when, as a very young man, 
1 had the pleasure of being its 


editor. 
ERIC FIELD, 
Joint Governing Director, 
Erwoods Ltd. 


Saving Slogan Still 
In Use 


Sir,—-In his interesting articiz 
on outdoor advertising (October 
18) Stuart Lewis regrets the 
slogan “Lend Strength to Britain” 
appears to have superseded 
“Everyone Has Someone Worth 
Saving For,” which he considers 
more effective publicity. 

Mr. Lewis and your readers 
may like to know that the latter 
slogan is still being used in our 
poster publicity and will continue 
indefinitely. 

The “Lend Strength to Britain” 
posters were designed specifically 
for the special Savings Campaign 
which appeals for more savings 
to help finance the nation’s vital 
re-armament programme, 

M. E. DEVEREUX, 
Press Officer 
National Savings Committee. 


In A Shell Of A 
Jam! 


Sir,—One strongly suspects that 
Mr. Slater (October 18) when 
writing for advice about the 
“Shell” and “Annie Laurie” 
slogans, had his tongue slyly in 
his cheek, but just in case he 
should be, like myself, an earnest 
seeker after wisdom, perhaps I 
may propound a theory in order 
that in turn my more experienced 
contemporaries may be spurred 
on to put us both right. 

As to “Pool to-day you can be 
but Shell to-morrow sure of 
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Sheil,” 1 suggest that “Shell” ad- 
vertising has reached that pin- 
nacle of success which allows it 
to be successfully eccentric. 
Again, “Shell” advertising has in 
the main relied upon the innate 
sense of humour of the Island 
race, and there is an irresistible 
joie de vivre in this amusing 
muddle of a slogan which you 
can be sure will sell Shell as you 
can be of Shell sure. 

I can’t make out quite so good 
a case for “Sing and say Annie 
Laurie Scotch Marmalade and 
Jams” but (S)hell! What does t 
matter so long as you sing? 


F. N. ANDERSON, 
Sales Director, 
Leon Goodman Displays Ltd. 


Ultra-Violet Ray 
IWumination 


Sik,—It is probable that I put 
up the first outdoor advertising 
display in fluorescent colours—a 
hoarding 20 ft. x 10 ft.—on the 
roof of the Phenix Theatre, 
Charing Cross Road, in Decem- 
ber 1937, to announce Glynis 
Johns in her first star part—in 
“A Kiss for Cinderella.” 

I was then handling the publi- 
city of Ronald Adam, actor- 
manager of the Embassy and the 
Phoenix, 

Three years later, I devised a 
method of shop window display 
by fluorescence that defeated the 
black-out. 

Installed by Gieves, the naval 
and military tailors of Bond 
Street, the effect was so attractive 
that the Bond Street Traders’ 
Association discussed plans for 
so treating all the shops in that 
thoroughfare. 

In one of the first air raids on 
central London, however, an ill- 
directed bomb demolished Gieves’ 
shop—and my opportunity to 
make a fortune! 


WILLIAM RAPLEY, 
The Press Club. 
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HOW THE RADIO TIMES DISTRIBUTES 175 


NovemBer 1, 1951 


~ i 


Oe 


% FROM IST JANUARY TO 
30TH JUNE 1951 (Rates are stil! 
based on 7,750,000) 


This county - by - county | 
analysis of RADIO TIMES 
circulation has been com- 
piled to provide a valu- 


able guide to the Sales 
Manager in his planning 
and checking up on his 
distribution. A copy will 
be sent on request. 


* 
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All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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LIVES LONG 


tf! 


Long after next month’s issue of WOMAN’S 
JOURNAL is on sale, the' current issue will still be very 
much alive. Its rich abundance of good 
reading, its profusion of magnificent artwork, 
continue to reveal fresh treasures the more they are explored. 
WOMAN’S JOURNAL is the Quality leader that is never really laid 


aside. It gives your advertising the 
opportunity of being thoroughly absorbed. It gives your 
campaign its essential continuity. 


WOMANS JOURNAL 


© The Mistoctat of Monthly Jontnale for Women 
@ AN A.P. PUBLICATION 
@ PAGE RATE £350 * 2/6 MONTHLY 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLFETWAY HOUSE. FARRINGDON ST.. LONDON, E.C.4 
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Dutch Govt. Back Ad-Box Plan For Britain 


‘ENTHUSIASTIC’ 
OVER EXCHANGE 


FACILITIES 


A Dutch advertising firm— 
Merapi of The Hague—have 
announced that they are 
negotiating with British Rail- 
ways to install electric maps 
incorporating advertisements 
on stations throughout the 
country. 

The Dutch firm with the back- 
ing of their Government have 
sent a two-man team to this 
country with the specific purpose 
of obtaining permission to install 
their electric map boxes, costing 
£300 each, and measuring 12 feet 
by four feet and standing ten feet 
high, at railway stations in prin- 
cipal towns and at airports. 
British Railways have rejected 
7 ft. square electric maps, offered 
by Davis Advertising Service Ltd., 
because they carried ads. 

Eventual aim of Merapi is for 
Dutch advertisers to use the 
boxes installed in this country and 
for British firms to use those in 
Holland where 25 have already 
been erected. 

One of the firm's representa- 
tives, John A. Boerop, told 
ADVERTISER'S WEEKLY: “We 
have had discussions with the 
Dutch Government, who are very 
enthusiastic about the idea and 
have introduced us to the Dutch 
Consul in London. There is a 
really good possibility of the 
scheme being adopted on the rail- 
way stations here. I intend to go 
ahead and if it is necessary 1 
will see the Minister of Transport.” 

L. M. Balcombe, a director of 
Davis Advertising Service Ltd., 
commented: “Here is a firm who 
may do what we have not been 
able to do simply because they 
afe Operating at Government 
level.” 

Merapi are also in consultation 
with H.M.V. about the possibility 
of introducing to the boxes a 
turntable and eight records. any 
or all of which could be played 
by members of the public on 
similar lines to a juke-box but 
without the use of a coin. 


Some indication of the size af 
the Dutch electric map boxes 
is given by this photograph. 
Whereas transformers are used 
with the British wall maps the 
Dutch models employ direct 
current for illumination. 


NO NEWSPRINT 
PRICE CHANGE 


The Ministry of Materials, 
having reviewed production costs, 
has decided that there should be 
no change in the controlled prices 
for home-produced newsprint for 
the time being. A statement to 
this effect was issued on Monday. 


being made 
Philip Boydell, 


ADVERTISING’S P.R. PLAN SOON: 
DRUMMOND ARMSTRONG’S HINT 


“For a long time we have had the idea of a public relations plan 
for advertising, and I think there will be further developments in the 
near future.” 

This hint was dropped by Drummond Armstrong, director, Adver- 
tising Association, in a talk to the Incorporated Advertising Managers’ 
Association on Tuesday night. 

Mr. Armstrong revealed that his office had received as much 
correspondence about the International Advertising Conference since 
it had ended as before it began. The countries that participated were 
still communicating with the Association and exchanging views arising 
from the discussions at the Conference. 

Every delegate to the Conference would receive a permanent printed 
record as soon as the material could be brought “within a reasonable 
span of words,” he said. It was hoped that pictures would be 
included, and that the record would be ready by the end of this year 
or the beginning of next. 

In reply to a questioner, Mr. Armstrong expressed the belief that 
the Conference film was doing good work by revealing to people in 
many countries the sort of show that Britain, which many people 
thought was down and out, could put on for people overseas. 


Creative Circle’s New Officers 


Efforts to continue the Adver- Association “if we can be sure 
that we shall not be dominated 
by business interests, and par- 
ticularly space selling interests.” 

The Circle is producing a book 
On art careers and it is suggested 
they should produce an anth- 


London Press ology of good copy. 


Exchange art director, who has 
been elected president to succeed 
Harry Jones (Mather & Crow- 
ther), told members at a dinner 
on Tuesday that W. T. Stevens 
had been given the job of finding 
extra money. 

Mr. Boydell suggested the 
Circle should join the Advertising 


Other new officers elected: 

Vice-president.and hon. secre- 
tary, Clifford Bloxham, hon. trea- 
surer, A. Martin Harvey; 
Council: E. J. Biggs, Harry Jones, 
Ashley Havinden, George Wor- 
ledge, G. O. Nickalls, W. T. 
Stevens, S. F. Erwin, C. D. 
Notley, and G. J. Redgrove. 


Each copy of LONDON OPINION, 


passing from hand to hand, 


spreads its good humour among an ever-widening 
circle of readers — to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 


LONDON OPINION 
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ADVERTISER'S WEEKLY 


Big Advertisers Rally 


ee 


To 


New Irish Association 


Formed in June, the Associa- 
tion of Advertisers in Ireland 
already has more than fifty mem- 
bers, including, states its hon. 
secretary, Albert Price, “the 
bulk of the bigger advertisers in 
the country, with promises of 
more.” 

The Association is similar to, 
and “en rapport” with, our In- 
corporated Society of British Ad- 
vertisers, whose director, Alan 
Whitworth, is to speak at the 
inaugural luncheon at the Metro- 
pole, Dublin, on Tuesday, 

Membership of the new Asso- 
ciation is open to all firm adver- 
tising in Ireland, stated Mr. Price 


A public notice issued by the 

Town Clerk of Leicester giving 

the schedule for a compulsory 

purchase order occupied 213 

column inches in the “Leicester 
Evening Mail.” 


during a recent visit to London. 
Already there are members in 
Limerick and Cork, and area 
committees may be formed when 
the membership warrants. 

Mr. Whitworth said that one 
of the Association’s main func- 
tions would doubtless be to keep 
an eye on “redundant and mush- 
room publications.” 

Other objectives, said Mr. 
Price, would be: A.B.C. certifi- 
cation, “reasonable rates,” and 
improved standards in adver- 
tising 

Headquarters of the Associa- 
tion is: The Metropole, Lower 
O'Connell Street, Dublin. Sub- 
scription has been provisionally 
fixed at 5 guineas. 

Mr. Price (Irish advertising 
manager, W. D,. & H. O. Wills), 
the hon, secretary, is also hon. 
treasurer and ___past-chairman, 
Publicity Club of Ireland. 


‘Utmost Discrimination’ 

The first information circular 
of the new Association states: 

“Advertisers are at present 
paying rates higher than ever 
before for all types of media. It 
is imperative, therefore, that they 
exercise the utmost discrimina- 
tion in the placing of advertise- 
ments. Advertisers are entitled 
to know what they are paying 
for without equivocation and the 
new association, which is pledged 
to safeguard the interests of ad- 
vertisers jn every category—large 
or small—has, in fact, already 
accomplished much by its very 
incept ion. 

“Advertisers in Ireland now 

have their own organisation 
ready to negotiate on their 
behalf as and when need arises; 
an organisation which will venti- 
late and remedy any genuine 
grievance and act as a guide to 
members in securing the maxi- 
mum return from the thousands 
of pounds sterling spent annually 
on advertising their products and 
services in this country. 


| Quick Change 
_ in Piccadilly 


| Dominant Sites joined forces 
| with Hennessy Cognac for the pre- 
| Sentation of the election results at 
their Piccadilly Swallow Street site. 

The mechanical figures were 
removed from the Hennessy display, 
and the proscenium opening draped 
with curtains displaying an an- 
nouncement “Re-opening on Elec- 
tion Night at 11 p.m.” Work was 
then carried out on the site and a 
rear projection screen and all 
necessary equipment installed. At 
11 p.m. the curtains parted to reveal 
a 6 ft. by 6 ft. screen, and between 
that time and 3 a.m. over 300 elec- 
tion results were projected. 

At 4 a.m., after the last results 
had been received, another quick 
change-over was made, and by 7 
a.m. in place of the screen were 
hanging curtains with a large 12 ft. 
x 9 ft. “Detailed State of the 
Parties” display. As the changes 
came in, they were immediately dis- 
played. This  minute-by-minute 
record continued until the evening 
of Friday, and at mid-night the 
whole tableau was re-instated to its 
original state. 

this unique effort could not have 
been carried out without the whole- 
hearted co-operation which 
Dominant Sites received from the 
client, Hennessy Cognac, Dorland 
Advertising, Poster Services the 
agents, and the staff engaged. 


This is one of the Golden Girl cars 
now touring the country to launch 


Hulton’s “Girl” magazine. The 

symbol was designed by Voice and 

Vision Ltd. and produced by 
Pytram Lid. 


Hulton Plan Is 
Approved 


In the Chancery Division on 
Monday Mr. Justice Wynn-Parry 
sanctioned a scheme of arrange- 
ment between Hulton Press and 
its shareholders. The scheme pro- 
vides for the conversion of 
750,000 ordinary shares of 2s. 6d. 
each held by Edward Hulton into 
deferred shares. 


They Beat The B.B.C. 


Within 45 minutes of the election 
result being announced copies were 
on their way from Manchester 
Weekly Newspapers’ works to 
Storey, Stretford M.P., chairman of 
Fortsmouth & Sunderland News- 
papers Ltd. This enterprise beat 
radio and T.V 
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Don't Slack 
On Salvage 


“Election results should not be 
allowed to persuade us that pulp 
will soon be much more plentiful 
and that we can therefore relax 
our efforts in recovering waste 
paper for re-use,” states the 
Public Relations Newsletter of 
the British Federation of Master 
Printers. 

“It is true that paper is a little 
easier than a few months ago but 
that may well be because the 
demand for it has slackened to a 
compensating extent. Even with 
a Government of archangels it 
is clear that we should need to 
practise every possible national 
economy for the next few years. 

“We should therefore be wise 
to maintain the salvage drive at 
its present tempo until the future 


Novemser 1, 
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HOW MINISTRY 
AD. PULLED 


In response to a Ministry of 
Health advertisement in popular 
magazines and weeklies, Pee + mand 
tial inquiries received by the 
Central Council for Health Edu- 
cation rose rapidly to 857 in three 

months, against 298 during the 
corresponding period of the pre- 
vious year. 

This is stated in the Council’s 
annual report which adds: “Since 
this advertisement was withdrawn 
the inquiries have decreased to 
a steady daily average.” 


PRESS PLANS AND 


PROSPECTS 


ELECTION ADDED MILLION TO SALES 


NEARLY s million extra sales were made by the national 


with their election result editions last Friday. 


papers 
Despite a few 


transport hitches there was little delay. Main hold-up was at 


Croydon where at one point 12 
because of the early morning fog. 
A Kent line train broke a coup- 
ling and was delayed. Strong 
challenge for sales was made by 
the local evenings, many of which 
came out as early as 4.30 a.m. 

London nationals with evening 
papers were fortunate—the News 
Chronicle used the Star machines 
and services, the Daily Express and 
Daily Mail also using their com- 
panion evenings’ facilities. The 
Mail can claim the most extensive 
local service. They printed in 
Leicester, Bristol, Manchester, 
Scotland and London. 

The News Chronicle made history 
when they flew special late editions 
by helicopter to Birmingham. Leav- 
ing ortholt with late editions the 
plane was met at Birmingham by 
vans, and 25 motor cyclists carried 
copies to City dignitaries. 

The Daily Mail beamed results to 
local cinemas and on a_ special 
screen in Trafalgar Square. 

The London evenings picked up 
many cxtras and were on the streets 
with c assified results at 9 a.m. 

& - . 

Members of the Manchester 
Evening News circulation depart- 


mem together with branch office 
staffs held their fourth post-war 
annual dinner at Stamford Hall, 
Altrincham. Tom Gatenby (circu- 


latior 


manager) presided and the 


planes were delayed in take-off 


Scott, 
Manchester 


chief guest was L. P. 
aging director of the 
uardian. It was stated that sales 
of the Manchester Evening News 
were fast approaching the total 
— when the paper sold for 
14d. 


man- 


Newsagents Discuss 
Distribution Problems 


London newsagents are against 
the idea of longer shop hours. A 
resolution was made at the meeting 
last week of the London District 
Council of Newsagents endorsing 
the Federation policy on closing 
hours in the area administered by 
the L.C.C. This stipulated “not later 
than 7 p.m. on weekdays provided 
that all avenues of sales be likewise 
restricted.” 


At the Yorkshire meeting of the 
Newagents Federation, the National 
President, A. J. Bedelle, spoke of 


the growing dissatisfaction among 
retailers at the poor terms offered 
by_ publishers, 

Saying that it was time these 
chaotic conditions were altered he 
urged that publishers should en- 
force advertised terms. 

After complaints of unfair com- 
petition from street sellers, local 
newspaper publishers had promised 
to supply newsagents at 
minutes before the street sellers. 


least 15, 


Publishing 
Newsbriefs 


Next week the Sunday Times will 
publish the first of a_ series of 
articles by Sir David Kelly on life 
in Russia, the working of Stalinism, 
and the implications of Soviet 
policy for peace or war. Sir David 
was Ambassador in Moscow. 

* » +” 

Publishing date of the Christmas 
number of Britannia and Eve is 
advanced from December 1 to 
November 29. This issue 
extensively advertised in the pro- 
vincial and London Press. 

~* * * 

Time’s issue of November § will 
carry a cover story of Winston 
Churchill. 

* * *~ 

As from to-day (Thursday), 
Woman's Life, of Dublin, increases 
its page rate from £28 to £35 and 
pro rata. 

~ * * 

Good Taste is offering an 
evening dress as a prize in a com- 
petition in their November issue. 

- * * 

Kenya Weekly News is to issue 
a Christmas suppiement, with circu- 
lation of 6,000, on December 7. 
Page rate facing copy for this 
supplement is £20. 


More Press Plans and Propects 
on Page 258 
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Display Ad. 
Accepted And 


. . . 
Criticised 

For the second time within a 
week a large display ad. has been 
published—and criticised by the 
paper running it. 

Last week ADVERTISER'S 
WEEKLY reported exclusively 
that the Daily Herald's eve of 
poll issue carried a 9} in. triple 
for an Aims of Industry booklet 
“Can You Afford It?” and 
alongside published an article 
answering questions posed in the 
ad. 

On Sunday, Reynolds News 
ran an 11 in. triple for the Free 
Enterprise Campaign. Immedi- 
ately above it appeared a double 
column story headed “Freedom 

it depends how you want it.” 
This story boosted co-operative 
trading as “Just as efficient as 
private enterprise and a lot more 
economical.” 

Replying to questions about 
acceptance by Reynolds News of 
private enterprise advertisements, 
F. Abbotts, Co-operative Press 
organiser, told members of a 
Women’s Guild in Manchester 
that the federations sold private 
enterprise goods, and retail 
societies also claimed the right 
to sell private enterprise goods— 
and often sold them in competi- 
tion with those of co-operative 
manufacture. 

He said that when the Beaver- 
brook Press refused a co-opera- 
tive advertisement agiinst a 
penal tax, the movement 
denounced this action in very 
emphatic terms as a violation of 
the freedom of the Press. Did 
they believe in the freedom of 
the Press when it was the other 
fellow’s paper, but not when it 
concerned their own? 


* 
‘Survey’ Given 
. . 
Big Display 

The Financial Times “Survey of 
the Motor Industry and its Sup- 
pliers” is receiving wide publicity. 

Mercury Displays Ltd. are 
responsible for a window display in 
the Park Lane window of Dagenham 
Motors Ltd., which featured the 
symbolic figure whici has been 
used extensively to ptblicise the 
Financial Times. 

In addition, photograpi.s of Lord 
Nuffield, Sir William Rovtes, Sir 
Roland Smith and other distin- 
guished contributors were 1 :atured 
in the display. 

At Earls Court Unde ground 
Station the figures were pro ninently 
used on poster sites bereath the 
Station lights, and a solv. 
the doors dividing ‘ae railway 
station and the aryroach to the 
Exhibition announced the Survey. 


site over 


A newsagent writing in Smith's 
Trade Circular states he has had no 
cancellations for (Illustrated or 
Picture Post since their price in- 
crease. “This I feel sure is due to 
advertising. by Odhams and Hulton 
respectively,” he comments. 
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PRAISE FOR PIONEERS AT LI.P.A. DINNER 


Institute’s Work Helps Members 
To Be Proud Of Calling 


Encouraging comments on the improved status of adver- 
tising were made by speakers at the annual dinner of the 
Institute of Incorporated Practitioners in Advertising on 


Monday. 


H. A. W. Oughton, president, paid tribute to the 


work of the great pioneers in raising the status of advertising. 


Lord Mackintosh referred to 
the harmonious way in which he 
had worked with a panel of six 
advertising agents on behalf of 
National Savings. 

Sir James Waterlow spoke of 
the improved relations between 
agent, printer, and process 
engraver that had developed 
since the war. 

Proposing the toast of the 
Institute, Lord Mackintosh said 
that this had been a great year 
for Hubert Oughton, who has 
become chairman and managing 
director of his firm (W. S. Craw- 
ford, Ltd.), and president of the 
Institute, as well as being hon. 
treasurer of N.A.B.S. 

Mr. Oughton said that in its 
25 years the Institute had tried 
to produce conditions jin which 
good work could be done, and 
members could be proud of their 
calling, their professional con- 
duct, end the work which their 
businesses could perform not 
only for the industry but for the 
community at large. 

It was a good thing for mem- 
bers of the advertising business 
to remember the pioneers who 


25 YearsWithIIPA 


The completion by a 
Brown of 25 years with the 
Institute of Incorporated 
Practitioners in Advertising, 
of which he is director, was 
= subject of a tribute by 

A. W. Oughton, president. 
Mir. Oughton spoke of Mr. 
Brown’s “loyal and _ distin- 


guished service to this 
Institute.” 


had made possible the great im- 
provement that had taken place 
in the status of advertising—such 
men as Crawford, Benson, Milli- 
kin, Higham, Northcliffe, Bishop, 
Vernon, Moore, Miles Thomas, 
Saward, and many others. 

Recalling that Lord Mackin- 
tosh had been three years presi- 
dent of the Advertising Associa- 
tion, three years president of 
N.A.B.S., and the leader of the 
International Advertising Con- 
ference. Mr. Oughton said he 
would like him to know of the 
lasting benefits arising from the 
Conference. “I have just re- 
turned from Belgium and Hol- 
land.” he said. “Some of my 
colleagues have returned from 
Scandinavia, France, Germany, 
and Switzerland. We all report 
that the Conference is still a 
topic of conversation in those 
countries.” 

Sir James Waterlow, replying 


as) | 


The president, H. A. W. Oughton 
welcomes Lord Mackintosh. 


to the toast of the guests (pro- 
posed by G. D. Bryson), men- 
tioned that advertising agents 
were encouraging younger mem- 
bers of their staffs to take courses 
in printing. It was difficult for 
printers in these circumstances to 
explain away certain deficiencies, 


-he said. 


Among the 450 people who 
attended the dinner at the Dor- 
chester were vzepresentatives of 
the film industry, as well as lea i- 
ing members of the Press ard 
advertising. 


Productivity Team 
Visits U.S. Papers 


A great variety of American 
newspaper offices, both metropolitan 
and provincial, have been visited by 
the British Provincial Press Produc- 
tivity Team in the course of its 
strenuous tour of inspection in the 

A., reports John Sargeant, 
editor-in-chief, Home Counties 
Newspapers Lid 

The team started off with ten 
days in New York. Here it saw 
such great newspapers as the Times, 
World-Telegram and Daily News, 
but it also went out to White Plains, 
Montclair and Easton to see smaller 
newspapers comparable with the 
bulk of British provincial news- 
papers. 

The rest of the journey has taken, 
or is taking, in Boston, Milwaukee, 
Kenosha, Racine, Chicago, Gary, 
Minneapolis, Indianapolis, Louis- 
ville, Washington, Baltimore and 
Philadelphia. 

Meetings have been held with the 
American Newspaper Publishers’ 
Association, the International Typo- 
graphical Union, the International 
Printing Pressmen and Assistants 
Union and the American Newspaper 
Guild. 

Visits have been made to schools 
of journalism at Columbia Univer- 
sity, Boston University and to a 
special seminar in publishing, adver- 
tising, production, and management 
at the Northwestern University, 
Chicago. 


ADVERTISER'S WEEKLY 


ODD SP@T 


An engraver stood at the 


“What have you done,” 

St. Peter said, 
To gain admission here?” 
“I tried to please an agency 
For many and many a year.” 


St. Peter opened wide the gate 
And gently pressed the bell. 
3“Come right inside and 

y choose your harp— 
You've had your share of 

hell!” 

~—Sir James Waterlow, at the 

1.1.P.A. annual dinner. 


 feilie Shows 
Start Without 
Sponsors 


Towers of London Ltd. are 
co-operating with Radio Luxem- 
bourg in what is described as “an 
important experiment.” Three 
new programme series never be- 
fore heard in Europe are being 
broadcast on Luxembourg with- 
out any prospective sponsors. 

The programmes are “Secrets 
of Scotland Yard” with Clive 
Brook. “The story of Dr. 
Kildare,” starring Lew Ayres and 
Lionel Warrymore, and “Box 
Thirteen,” featuring Alan Ladd. 

Production cost of each of 
these programmes varies from 
£350 to £1,000 per programme, 
but they are available for spon- 
sors at a much lower cost, part 
of the original cost having been 
recouped from the sale of the 
programmes in other territories. 
A number of other programme 
series including “Bold Venture, 
starring Humphrey Bogart and 
Laureen Bacall, “Crime Does 
Not Pay,” and “The Hardy 
Family” with Mickey Rooney 
Lewis Stone and Fay Holden, 
which are currently being spon- 
sored by international advertisers 
in other markets, are also avail- 
able. 


CAMPAIGN FOR 
MORE NURSES 


The story of the “Friend of the 
Family” is being told as part of a 
publicity campaign to recruit more 
district nurses. This is the result 
of the appointment of F. J. Lyons, 
Ltd., as public relations advisers to 
the Central Council for District 
Nursing in London. 

Focal point of the campaign, an 
exhibition “District Nursing in 
London,” was opened by Princess 
Marie Louise, and visited later that 
day by Princess Margaret. The ex- 
hibition was planned and organised 
by F. J. Lyons Ltd., and con- 
structed under their direction by 
Apex Studio (London) Ltd. The 
technique adopted portrayed a day 
in the life of a district nurse. 
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Liverpool Club Tackles 
Sales-Ad. 


23 


Liaison 


WEEK-END COURSE TO PROMOTE 
BETTER UNDERSTANDING 


=< promote a better understanding of adv 


ertising practices 


and techniques was the object of a week-end course, 


organised by the education committee of Liverpool 


Publicity 


Association, held at Burton Manor, Wirral. About 70 
“students”, many of them young men and women, either 


recently qualified, or studying 
for the Advertising Association 
or LI.P.A. examinations, and 
drawn from a wide area, 
heard a series of lectures by 
authorities of national repute. 

The lectures were good, dis- 
cussion was keen, both inside 
and outside the lecture hall, and 
there can be no doubt that the 
course achieved its purpose—so 
much so that a demand has 
already arisen for another. 

The need to base advertising 
on sound marketing and distri- 
bution was stressed by several 
speakers, particularly by Carl 
Brunn managing director, 
S. C. Peacock Ltd., who gave the 
opening address, after a speech 
of welcome from Ernest W. 
Booth, chairman of the Liver- 
pool Association. 


Masterly Exposition 


Mr. Brunning gave a masterly 
exposition of the principles 
underlying the determination of 
advertising policy and campaign 
planning. Advertising, he 
emphasised, cannot sell effec- 
tively unless the product and its 
distribution are right. The adver- 
tiser must have clear jn his mind 
the product's merits and selling 
points, must assess its market 
and what competition will be 
met, find to whom it can be sold 
and ir what quantities. The 
pack and price must be right, 
avenues of distribution deter- 
mined, wholesaler co-operation 
obtained. 

Without adequate distribu- 
tion, he stressed, advertising 
would only succeed in selling 
competitive products. He 
described a method of obtain- 
ing initial distribution by the 
use of pioneer salesmen, to 
create retailer demand and so 
arouse wholesaler interest. 
Market Research was covered 

by Graeme Cranch, research 
officer, Mather & Crowther, and 
president, Market Research 
Society. This, he said, should 
not be an isolated, but a continu- 
ous process. It involved the 
study of everything that affected 
the transfer of goods and services 
from the manufacturer to the 
ultimate consumer. Its object. 
simply stated, was the elimina- 
tion of wasteful effort. 

“Marketing—with _ particular 
reference to techniques for dis- 
Persing initiative and responsibi- 
lity” was the subject of D. R. 


Griffiths, director, Incorporated 
Sales Managers’ Association. 
Advertising, he said, should be 
regarded as part of the sales plan 
to obtain a certain volume of 
business, broken down in a series 
of quotas, to territories, to 
individual salesmen, and _ to 
periods of the year. 

Sales must be broken down 
into smaller manageable sections. 
The desire of the sales depart- 
ment to break down advertising 
in the same way was a cause 
of the stresses that sometimes 
occurred between people who 
produced advertising and those 
who produced sales. Sales must 
take place according to a care- 
fully assessed target, so that pro- 
duction could proceed with 
economy and 


Macdonald, advertisement direc- 
tor. Provincial Newspapers Ltd., 
spoke on “Advertising and the 
Press,’ making the point that 
advertising, principally through 
the newspapers, had stimulated 
an appetite for a higher standard 
of living. 

Mrs. -Beatrice Warde, of the 
Monotype Corporation, speaking 
on “The Importance of Good 
Typography,” illustrated her 
points by slides, and by actual 
examples of print before and 
after typographical re-styling. 


Media Schedules 


“Media scheduling to-day starts 
off, not with a list of papers, but 
with the decision on what com- 
tination of media will prove 
most effective for the audience 
sou want,” said L. W. Desbrow, 
of Hulton Press, speaking on 
media planning. Two problems 
facing media planners were the 
client, who tended to have his 
own ideas about where his ad- 
vertisement should appear, and 
that of availability. The whole 
balance of a plan was thrown 
out if one key position was not 
avai able when wanted. 

W. J. Leaper, general secre- 
tary, Solus Outdoor Advertising 
Association, speaking on the 
function and problems of out- 
door advertising, said that the 
urge for more artistic posters and 
signs came as a result of the 
more progressive attitude of the 
more enlightened contractors 
within the industry just as much 
as, if not more than, as a conse- 
quence of outside criticism. 

See Mainly Personal—Page 256. 
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The Problem Of 


200 AT GLASGOW 
CLUB DINNER 


President E. L. Yule and Mrs. 
Yule received 200 guests at the 
Publicity Club of Glasgow's annual 


dinner-dance in the Grosvenor 
Restaurant. Chief guests were presi- 
dent McAslan of Glasgow Rotary 
Club, president McVean of the 
City Business Club, R. Bruce 
Farquar, president, Publicity Club 
of Aberdeen, John L. Verrinder, ad- 
vertisement director, Punch, W. E. 
Osborne, chairman, Osborne- 
Peacock Co., Ltd, and W. 
McMillan, advertisement manager, 
Manchester Guardian, <A. B. 
Mackenzie, jr., advertisement man- 
ager, Belfast Telegraph. 

The toast of the Club was pro- 
posed by president McAslan, and 
replied to by president Yule. Vice- 
president Allan Stephen proposed 
the guests, president McVean 
responding. 

During the evening each lady wis 
presented with a Christmas cracker 
containing a phial of Goya perfume, 
given by ‘the firm. 


Regent 
Retouching 


When retouching is visible in re- 
production it has failed in its pur- 
pose, said George Evans, sales man- 
ager, Harding Gough Ltd., speaking 
to Regent Advertising Club. He 
criticised the tendency of many 
studios to retouch photographs so 
heavily that the final result was 
almost a drawing, and the practice 
of us'ng blue tinted paints which 
reproduced as glaring whites. 

He put forward a plea for greater 
co-operation between the agency and 
its various technicians, particularly 
the process engraver. 


Southampton 


Industrial Use 
Of Diamonds 


R. van Moppes, a member of a 
Basingstoke diamond tool firm, told 
Southampton Publicity Club that it 
would be difficult to carry on 
modern life without industrial 
diamonds. 

By reason of their colour or 
shape, or fractures or flaws, they 
were unsuited for use as gems; but 
in industry they were invaluable. 
The delicate wire inside an electric 
licht bulb, he instanced, had to be 
drawn throuch a damond. 


Newsagents Lodge 
Price-Fix Claim 


An argument for exemption of 
the mewsagency trade from any 
legislation banning resale price 
maintenance has been submitted by 
the National Federation of Retail 
Newsagents to the Board of Trade. 

It is claimed that reduction of the 
selling price of newspapers would 
mean the retailer selling at a loss. 
There had been cases, during 
periods of scarcity, of vendors 
charging more than the fixed selling 
price. The Federation was “very 
strongly opposed to such exploita- 
tion of the purchasing public.” 

It is claimed that the abolition 
of resale Fae maintenance might 
lead to e sale of out-of-date 
editions of newspapers at reduced 
prices to minimise the retailers’ loss 
on unsolds. 

A similar case is made for con- 
tinuing the principle of minimum 
prices of periodicals. 


Issue Timed For 
Exhibition Opening 


November issue of the Dental 
Technician appeared on Monday to 
coincide with the opening of the 
British Dental Trade Exhibition, of 
which it contains a stand-by-stand 
preview. In its fourth year, this 
journal has a paid circulation of 
3,800 monthly. 


New Premises 


A branch office at Stalybridge 
his been opened by the Reporter 
chain of weekly newspapers which 
has its headquarters at Ashton- 
under-Lyne. The commercial and 
editorial staffs of the Stalybridge 
Reporter are now housed in t 
new premises. 


OLD BEN 

A.G.M. of the “Dickens” Area 
Committee of Old Ben is to be 
held on November 7 at 3.30 in the 
Sun Hotel, Chatham. This branch 
has made great progress thanks to 
the help of H. R. Pratt Boorman 
(Kent Messenger proprietor) and 
C. R. Parrett, director and general 
manager of the Chatham News. 


A double-pave centre spread 
featuring the Motor Cycle and 
Cycle Show, will appear in Sporting 
Record for the week ending 
Novembcr 10. 
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MARKETING NEWS AND TRENDS 


Branded Goods Battle Likely 
If Sales Graph Slides 


CHEMIST SHOP TRADE DECLINE 


ALLING sales in many fields and fiercer competition by 


manufacturers for the 


were forecast 


consumers’ shillings 
executive of A. C. Nielsen Co., Ltd., in a “tea- 
Direct ertising Association in 


The latest interim retail sales 
index for food had risen by 40 

ints over the base month of 
une 1947, notly wae the last 
four to six months. This had had 
an immediate effect on purchasing 
power, which was already dramati- 
cally reflected in the sharp decline 
in the volume of chemist shop sales 
with a drop of some ten to fifteen 
per cent in their actudl volume of 
goods sold over the last four 
months. 


Grocery Tonnage 

Sterling sales in grocers had 
sharply increased over these last 
few months due to substantial price 
increases, but actual tonnage of 
goods obtained for this increased 
expenditure had, over the last four 
months, declined. 

“We are faced with the possibility 
of sales falling in many fields over 
the next year or ~~ longer,” 
he said, “and while manufacturers 
will endeavour to maintain their 
volume in their own particular 
spheres, this will not be possible in 
all cases and therefore, perhaps, 
more important will 
time to come, not the actual sales 
movement, but the share of the 
market that each brand is obtain- 
ing.” 


More Self-service 
Predicted 


_ An extension of self-service shops 
in Britain is predicted in a report 
of the Co-operative Union. Con- 
version lowers operating costs, in- 
creases selling efficiency. 

Revealing that 194 societies were 
operating 607 self-service shops last 
year, the report says the annual 
trade per employee was raised from 
£1,982 in counter ships to £2,179 in 
self-service stores. In the shops 
converted sales increases ranged 
from 10 to 15 per cent, without 
extra staff. 


COMPETITION FOR 
HOUSEWIVES 


Increasing competition in the 
confectionery trade — with, inter 
alia, new brands on the market— 
is reflected in a competition bein 
run for housewives by J. J. Fry 
Sons Ltd. One hundred prize par- 
cels each containing 21 kitchen 
utensils are being offered as prizes. 
Competitors have to place in order 
of preference a number of recipes 
for chocolate cakes, puddings and 
sweets which are contained in a 
leaflet being distributed by retailers. 

competition is being announced 
in women’s weekly periodicals and 
national dailies. ° 

Fry’s are also running a_ chil- 
dren’s painting competition with 150 
prizes of games and toys. Every 
entrant will receive a free jigsaw 
puzzle. This is being advertised in 
children’s papers. Agents: 

Press Exchange Ltd. 


Mail Adv 


British Furs 
For Holland 


A new £100,000 collection of 
British furs flies to Amsterdam to- 
morrow (Friday) for its first public 
showing anywhere in the world 
This venture is being carried out by 
Massin, fur couturier of London's 
West End, in a bid to break new 
ground in British export sales 
abroad. 

Preparations and arrangements 
in the hands of Foote, Cone & 
Belding Ltd.—Massin’s P.R. ad- 
visers—include: Active Press rela- 
tions by their Dutch P.R.O. 
achieving a build-up of pictorial 
publicity : — flying-trip Press 
conference for Massin in Amster- 
dam—attended by over 20 of 
Holland's leading fashion editors; 
section of sites for three manne- 


for some’ 


“Close attention since the end of 
the war to the behaviour of com- 
modities which have been freed from 
control by comparison with others 
under control confirms the Federa- 
tion's belief that, as a means to the 
procurement of foodstuffs and raw 
materials, as a corrective to sur- 
pluses and a stimulus to production, 
no satisfactory alternative to a free 
marivet has been found.”’"—British 
Federation of Commodity Associa- 
tions Ltd. 


‘pre-Christmas sales. 


quin shows in Holland and choosing 
of specially suitable English manne- 


quins. 
Gwenyth Jenkins, F.C.B.’s top 
P.R. fashion executive and 
expert, is to be commére. 

here will be intensive follow-up 
Press publicity efforts—to achieve 
Research into 
the Dutch market's special ~~ 
ments was carried out personally by 
Massin in Holland. 


SMITHS FOR GAPTS 


Some of the showcards which will 
be used by W. H. Smith & Son 
in the window and interior displays 
of their branches this Christmas. 
These are in addition to the show- 
cards depicting aircus performers 
which were used last year. 


ingen ones atic ob ged Ot 
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One of the crepe rubber publicity 
ads. which will appear in the 
European Press. 


European Scheme 
For Crepe Soles 


Sunké- 


d an 
will be extended later to 


other European countries. ; 

National dailies end periodicals 
will be used for the advertisements 
which will be aimed directly ai: the 
consumer, Six inch d.c. ads. will 
embody fine scraperboard drawin; 
of crepe rubber soles while ¢t 
heading will show the words “‘c 
rubber” (or its equivalent in th 
appropriate foreign language) in 
drawn lettering suggesting the sur- 
face of rubber. 

copy will claim that planta- 

tion finished crepe rubber soles are 
more comfortable and last longer 
than any other type of sole. 
Scheduled to last twelve months the 
campaign will be handled by W. S. 
Crawford Ltd. 


LIGHTER HOUSES 
—DARKER WALLS 


New markets for Rufflette brand 
curtain tape, hooks and rings have 

mn opened in Canada _ and 
America after a five week intensi- 
fied publicity drive by the manufac- 
turers, Thomas French & Sons Ltd. 
Every media, including television 
and radio, was used in two “typical” 
cities — London (Ontario) and 
Buffalo (New York State). : 

Before the campaign, country-wide 
consumer research was carried out 
which revealed that bigger windows 
and increased light in houses had 
encouraged a trend to darker walls, 
and home decorators were making 
contrasts by choosing lighter 
finishes for furniture and brighter 
patterns for curtain fabrics. 

Next spring Thomas French hope 
to extend their publicity campaign 
in Canada from St. John's, New- 
foundland, to Halifax, Montreal, 
Toronto, Winnipeg, Regina, 
Edmonton, Calgary and Vancouver. 


ADVERTISER'S WEEKLY 


Marketing 
Newsbriefs 


D. R. Griffiths, director, I.S.M.A., 
announces that a special meeting to 
hear American sales executives will 
be held in London on November 
22. Place: Victoria Hall, Blooms- 
bury Square. Time: 2—5.15 p.m. 
Members of the team, in addition 
to those announced in ADVERTISER'S 
WEEKLY last week, are: 

Donald Sloan, president, Sloan & 
Wilcox Investment Co. (Selling and 
its place in the economy); William 
P. Swatrz, Jr., president, William P. 
Swartz, Jr. & Co. (Selling installa- 
tion: Not just the product); Paul 
L. Selby, executive vice-president, 
National Consumer Finance Asso- 
ciation (Consumer credit as a sales 
paw —— J. Garten, — con- 
sultant (Inspiring a: veloping 

lesmen). 


sa 
* * * 


A new baby Robsoup—is 
being introduced by Keen Robinson 
& Co., Ltd scribed as a ready 
cooked bone and vegetable broth in 
powder form, it retails at Is. 6d. a 
tin. Publicity will include leaflets, 
advertising in the national, medical 
and nursing Press, direct mail, and 
point of sale material. Agents: 
C. Vernon & Sons Ltd. 

. * » 

Latest Max Factor lines are Satin 
Flow cleansing cream selling at 
> 4. and a night facial stick, at 


Christmas pack for Damaskin is 
printed to resemble a book with a 
cutout in front to hold enriched 
hand cream, deep cleansing milk, 
and ate on or tonic. e 


French wines have not had a 
year. Output of Bordeaux, 
me | and Camm bs down. 


Radio sales in September were 
45 per cent less than a year pre- 
viously. Retailers blame the con- 
tinuing effect of the increased pur- 
chase wa anpenes in Agee. 


A trade exhibition of “Gresham 
Flyer” tricycles and cycles and 
Bown lightweight motor cycles will 
be staged at Grosvenor hotel by 
Aberdale Cycle Co., Ltd., during 
the Cycle and Motor Cycle show. 
A special campaign will be run at 
the same time in the Daily Express, 
Daily Mirror, Daily Herald, News 
Chronicle. and News of the World. 
nepaia: § "s e 


Despite power cuts, sales of 
Smiths Sectric clocks for the second 
quarter of this year were 50 = 
cent up on the similar quarter last 
year. . ‘ 


Sloean for a new camopaien tving 
up Bird & Yeomans Ltd. Bluebird 
stockines with , . films is 
meer | ee thy by > stars.” 


Winter advertising for Conydex 
Manufacturing Co., Ltd., adhesive 
manufacturers, will feature a com- 
petition in which entrants will have 
to describe the most orieinal or 
unusual use to which they have put 
Copydex adhesive. There will be 
three cash prizes (10, 5, and 3 
guineas) and twenty consolation 
prizes. Dealers will disnlay posters 
announcine the comnetition, which 
was the idea of the firm’s publicity 
adviser, seter Ceaes. 


A_ new paint brash, the Gaydec 
has been produced by Lee & James 
Ltd., Birmingham. 
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W. G. D. Softly 

Joins Boar 

oins Board 
. . in rs 
of Willing 

W. G. D. Softly has joined the 
board of Willing’s Press Service. 

He started his business career 
with Century Press Ltd., and later 
joined the staff of Ficld’s Advertis- 
ing Agency. In 1936 he came to 
Willing’s Press Service Lid., and 
was appointed an account cxeculive 
just before the war. Volunteering 
for military service in 1939, he 
served three years in the Middle 
East and Italy and was demobilised 
in 1948 with the rank of 
licutenant-colonel. 

* * * 

F. C. Dench, general advertise- 
ment manager of the Scottish 
office of London Express News- 
papers Ltd., has just completed 25 
years’ service with the Express 
Group. He started on the 
Evening Standard in 1926 at the 
age of 18 and worked his way 
through the various stages of classi- 
fied advertising, features and dis- 
plays with both the Standard and 
the Daily Express. He was appointed 
general advertisement manager of 
the Scottish office at the beginning 
of this year. 

* * * 

The English Electric Co., Ltd.. 
have appointed H. C. Timewell 
— of their Domestic Ap- 
ges Division. Until recently 

Timewell was joint managing 
director of Stuart Advertising 
Agercy and executive director of 
Design Research Unit. Mr. Time- 
well spent many years in the 
electrical industry and while with 
Stuarts specialised in the handling 
of technical accounts. 

* + 


Philip Emanuel, advertisement 
director, Odhams Press, Ltd., now 
recuperating at Bournemouth 
following an operation, is making 
good progress. 

* *» * 

Ross Wilson, former chief Press 
officer at the South Bank exhibition. 
has joined the staff of Gee & 
Partners Ltd., public relations con- 
cemece™ 

~ ~ 

Neil eieCetiene principal of the 
Edinburgh agency of J. G. 
McCallum & Co., has a book of 
short stories My Enemies Have 
Sweet Voices coming from Cassell 
& Co. this month. Another book 
by Mr. McCallum, _Ht's An Old 


H. C. Timewell 


Commercial Club 


Presentation 
P. J. Christie, a director of 


Samson, Clark & Company, was 
last week presented with a gold 
waich by M. R. Neville, adver- 
tising manager of G.E.C., to 
commemorate his long period as 


honorary secretary of the 
London Commercial Club. 

This Club, which was 
founded by the late Samson 


Clark in 1919, meets fortnightly 
at the Connaught Rooms to 
hear an after luncheon speech 
by a personality prominent 

industry, politics or economics. 

Mr. Christie, who became 
chairman in 1938, accepted the 
honorary secretaryship after jis 
term of office had expired. 

Mr. Neville, who succeeded 
R. A. Loader, also a director of 
Samson Clark, as _ chairman, 
paid tribute to Mr. Christie's 
arduous service. : 


Scottish Custom, will be on the 
bookstalls before the end of the 
year. 

* * * 

H. Durrer is leaving Pinschewer 
Films. He is succeeded as London 
manager by Philip R. Alp, who 
comes:from the propaganda division 
of the German Foreign Office. 

| * ~*~ * 

Colleagues at the Manchester 
branch of Stowe & Bowden Ltd., 
last Friday + bade farewell to 
young “veteran” member of the 
staff Barbara Burton who leaves 
next month for Norway, to take 
up an agency appointment in Oslo. 
She was a committce member of 


the Junior~ Manchester Publicit 
Association. 
* * * 


Peter H. D. Ryder, managing 
director of Daimler Hire, Ltd., a 
member of the Publicity Club of 
London, is leaving for America to 
tell travel agents of the joys of 
touring Britain and the Continent by 
Daimler hire. Mr. Ryder this week 
utended the Convention of the 
American Society of Travel Agents 
in Paris, where the luxurious new 
Daimler hire car was shown to dele- 
Zaics, 

. . ~ 

Editor of the South Eastern 
Gazette, Maidstone, for 52 years, 
Francis Connor has retired. He has 
been connected with the paper for 
66 years. 


Barbara Burton 


Neil McCallum 
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Lady Camrose welcomes concert pianist Harriet Cohen to the ‘ ‘Daily 

Telegraph” election party while Lord Camrose turns to see who is the 

next to arrive of the hundreds of celebrities who attended the function. 
s 


M.P. Friends Of Advertising 


The advertising and _ pro-adver- 
tising Members of the previous 
Parliament are all back in the new 
House of Commons. 

All Conservatives, they include: 
Oliver Lyttelton (Aldershot), 
former president, Advertising 
Association; F. P. Bishop (Harrow 
Central), general manager, News- 
print Supply Co.; lan Harvey 
(Harrow East), director, W. Ss. 
Crawford, Lid.; John Rod 
(Sevenoaks), director, J. Walter 
Thompson Co.: W. R. D. Perkins 
(Stroud and Thornbury), chairman, 


Southern Newspapers ; Lady 
Tweedsmuir (Aberdeeen South), 
Campbeil- Saat Ltd., public 
relations consultants; W. S. Duthie 


(Banff), formerly with Campbell- 
Johnson; Col. J. R. H. Hutchison 
(Scoistoun, Glasgow), national pre- 
sident, Incorporated Sales Mana- 
gers’ Association ; Rt. Hon. 
“rendan Bracken (Bournemouth 
ast and Christchurch), Eyre & 
Lpottiswoode,  Ltd.: Hon. 


M. S. MeCorquodale (Epsom), 
McCorquodale & Co., Ltd., Col. 
O. EE. Crosthwaite-Eyre (New 


Forest), Eyre & Spottiswoode, Ltd 
S. Storey (Stretford), chairman of 
Portsmouth & Sunderland News- 
papers Ltd. 

Unsuccessful Conservative candi- 


dates included: R. E. Simms 
(Willesden East), advertising con- 
sultant; Colin Turner (Enfield 


East) Colin Turner (London) Ltd.; 
R. J. Fisher (Durham), advertise- 
ment department, Newcastle 
Chronicle and Journal,  Ltd.; 
Fk. W. H. Cook (Bradford East), 
manager, Cyril Hurst, Lid.; A. J. 
orman (Broxtowe), own advertis- 
ing and display business; James M. 
Greenwood (Southwark), chairman 
and managing director, James M. 
Greenwood AdVertising Lid. 
Unsuccessful Labour candidates 
included Jack Davis (Govan) man- 
aging director, Jack Davis Publicity. 


George Young of Overseas Pub- 
licity is flying to Cairo on Saturday 
to consult with publishers, im- 
porters, and the staff of the local 
servicing office of the company on 
the marketing and advertising posi- 
tion in Egypt. 

* ~ * 


Miss Mary Hiscox, space buyer 
it Scott-Turner & Associates Ltd., 
left hospital last week and is now 
recuperating. 


* * * 


L. Beresford, editor of Lliffe’s 
Metal ‘Industry has become pre- 
sident, London branch, Institute of 
British Foundrymen for 1951- $2. 


(” 


W. G. D. Softly 


Charles E. McConnell (Mc- 
Connell’s Advertising Service, Dub- 
lin) is spear-heading a drive in 
Ireland to enlist foundation and 
life members for the Irish Club in 
London. He is planning to hold a 
meeting of prominent business men 
in Dublin in the near future to help 
raise funds for the club’s building 
programme. 

* * . 

George Bartram has been ap- 
pointed Press representative for 
Kennedy's Theatres Ltd. 

~ ~*~ ~ 

One of Fleet Strect’s most popu- 
lar circulation managers celebrated 
his birthday on Wednesday. W. O. 
Birkbeck (News Chronicle) was 54. 
He has been in circulation since 
1911, and with the same group all 
the time. 

* ve * 

New vice-presidents of the Cana- 
dian Weekly Newspapers Associa- 
tion are R. Moore, co-publisher of 
the Swift Current Saskatchewan 
Sun and W. K. Walls who is presi- 
dent of the company which pub- 
lishes a 4 Barrie, Ontario, Examiner. 

* * 

Liam ‘hat Irish district sales 
manager for Trans-World Airlines 
and a council member of the Publi- 
city Club of Ireland, is to give 
several lectures designed to promote 
interest in travel in Ireland during a 
three-week visit to the U.S 
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Typical Features from recent issues 


1S IT WORTH BEING BRITISH ? Hector Bolitho 
CANADA LAND OF SPLENDOUR Max Robertson 
WOOL STEALS THE FASHION LIMELIGHT Yvonne Lacey 
D’ANNUNZIO—POET WHO LIVED HIS DREAMS Marchesa Patrizi 


ANIMAL PAINTERS Marita Ross 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR + 114 FLEET STREET, LONDON, E.C.4 
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Productivity Team Commend 


American Promotion Scheme 
The British shoe industry should copy an American adver- 
tising and publicity technique. This is one of the recommen- 
dations of the Footwear Productivity Team in their report 


published to-day (Thursday). 

The report states: “In an 
attempt to impress upon the con- 
suming public the need for buying 
good shoes (and thereby to in- 
crease the proportion of public 
spending on footwear) _ the 
National Association of Shoe 
Manufacturers and Shoe 
Retailers has adopted one method 
which we commend to our own 
industry: the foundation of an 
organisation known as_ the 
National Shoe Institute. 

‘Jointly financed and run by a 
committee of the two sponsoring 
organisations, the work is handled 
by one of the large advertising 
agencies. 

‘Each season advertising 
slogans are developed for men’s, 
women’s and children’s shoes. 
These are promoted nationally 
and are used as focal points 
around which manufacturers and 
retailers can build up their own 


advertising campaigns through 
national and local media. 
“For example, for 1951, 


women’s shoe promotion is based 
on fashion—Sell shoes to go 
with fashion’. It implies a ward- 
robe of shoes to go with a ward- 
robe of clothes, and the jntention 
is to make women more style- 
conscious. 

“The children’s promotion pro- 
gramme is intended to bring 
home to parents the need for the 
frequent fitting of shoes for fast- 
growing children—-Sell frequent 
fitting with children’s shoes’. 

“For men’s shoes the emphasis 
is On ‘seasonality—a continua- 
tion of the 1949 theme of “Take 
the overcoat off your feet’, empha- 
sising the need for wearing suit- 
able weight shoes in summer. 

“In addition, the Institute 
sends out a constant stream of in- 
formation on the industry to both 
local and national Press and radio 
Organisations. Considerable suc- 
cess appears to have’ been 
achieved in this public relations 
venture, and we understood its 
activities were to be extended as 
a result. 

“The marketing of shoes ap- 
peared to be based on fairly rigid 
and well-known price brackets 
manufacturers producing for 
clearly identified section of the 
market, both geographically and 
in price.” 

The report comments on the ex- 
tensive advertising which, in 


America “is accepted as a normal 
element of cost in the produc- 
tion of the shoe.” The amount 
spent On advertising in national 
magazines, for example, increased 
from $24 million in 1940 to $84 
million in 1949. 

The report adds: 

“Extensive advertising is, how- 
ever, a feature of the American 
way of business, and while the 
relationship between increased ex- 
penditure on advertising and in- 
creased consumption of shoes is 
difficult to assess, no one ap- 
peared ready to suffer the possible 
consequences of reducing either 
the extent of, or the amount 
spent on, this promotion method. 
Indeed we found rather the 
reverse.” 


U.S. Papers Blow 
Own Trumpet 


As a counterblast to sponsored 
radio and television, U.S. news- 
papers have jointly launched a 
nation-wide campaign to pub- 
licise the Press as the “basic ad- 
vertising medium.” 

Planned by the Bureau of Ad- 
vertising) Of the American News- 
paper Publishers’ Association, 
the campaign is being run 
monthly by daily newspapers in 
the U.S. and Canada. 

Aimed at “all people who are 
influential in the ultimate selec- 
tion of advertising media,” the 
copy is broad in approach and 
seeks to’show how the newspaper 
affects qveryday life. 


B.A.LE. Conference 


Autumn conference of the British 
Association of Industrial Editors 
will be held at Port Sunlight, 
November 29—December 1. 

G. A. §S. Nairn, chairman, Lever 
Bros., Port Sunlight Ltd., will give 
the opening address. 


Face Value 


According to the Wall Street 
Journal U.S. manufacturers and 
trade groups will spend about 
£107,200,000 this year advertisin 
and promoting their products wit 
glamour girls holding “Miss” or 
‘Queen” titles. : 

Among the title-holders are “‘Miss 
Alarming” (for an rm system) 
Miss Aluminium Stepladder and the 
Doughnut Queen. 
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AID SHOE SALES 


Warwickshire's triumph in the county cricket championship was 
celebrated at a dinner given by Lord Iliffe and the directors of the 
Birmingham Post & Mail Ltd. Pictured above, greeting the guests, are 
Lord Iliffe (second from left) with the Lord Mayor of Birmingham 
(extreme left) Dr. Harold Thwaite, president of Warwickshire C.C.C., 
Lord Willoughby de Broke, Lord Lieutenant of Warwickshire, Tom 
Dollery, the county captain, and F. R. Brown, England's skipper. 


Plans For Big 


One of the biggest film publi- 
city tie-ups ever staged in this 
country—covering at least 250 
towns and cities—is sponsored by 
Eylure Ltd., in connection with 
the 20th-Century Fox film “The 
Secret of Convict Lake,” starring 
Gene Tierney. 

Eylure (whose agents are 
Austen-Johnson Advertising Ltd.) 
are manufacturers of beauty 
accessories such as afe used by 
make-up artists in the film 
studios. 

Coinciding with the first show- 
ing of the film in each of the 
towns, chemists, hairdressers, 
chain and departmental stores 
will receive a selection of publi- 
city materia] consisting of 
double-crown posters and show- 
cards, accompanied by a supply 
of competition forms, Competi- 
tors will be asked to identify a 
number of film stars from photo- 
graphs of their eyes only. 

Senders of the first three cor- 
rect entries to be opened in each 
town at the end of the film’s run 
will each receive an “Eylure” 
beauty kit. 

In all, 4,000 double-crown 
posters printed in three colours, 
and an initial 200 showcards per 
town will be distributed and at 
least 750 “Eylure” beauty kits 
will be presented as prizes. There 
will be a staggered mailing shot 
to 3,000 retailers telling them of 
the scheme before the local show- 
ing of the film. Double-crown 
posters will be shown in London's 
Underground during November. 
The competition will extend from 


Film Tie-up 


November, when the film receives 
its genera] release, until August 
1952. 

The tie-up has been arranged 


through Harry Pease, 20th- 
Century Fox exploitation mana- 
ger. 


More Light For 
Ireland 


Restrictions on use of electric 
current for advertising signs and 
shop window lighting in Ireland 
have been further eased. Since 
October 1 this lighting has been 

rmitted from 7 p.m. each day, 
ut the starting time has now been 
withdrawn and signs may be lit at 
any time. 
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TEMPLE BAR 248 © 112, HIGH HOLBORN, W.C.1 @ General Minager 
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hrow a stone into the centre of a pool 


and watch its ripples spread . 


So with House and Garden, the centre of good 
taste. It influences its readers, the leaders of 
taste — creates buying-trends that spread 


to the very limits of the market. 


ee 
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lf you sell anything for the house-or garden-your medium is 


House « Garden 


PAGE-RATES: COLOUR £135, BLACK & WHITE £80 


Certified net sale exceeds 30,000 = 3/- monthly 
The Conde Nast Publications Lid., 37 GOLDEN SQUARE, LONDON, W.1 
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Not So Very Wrong! 


= H, how wrong were the polls!” blared a newspaper head- 
Or on Saturday. This is an example of the dangerous 
generalisation to which headline writers are prone. But 

a lot of people are saying the same thing. There is a danger that 
a false impression may be created and that, because advertisers 
use opinion and market research, this may damage advertising. 

Opinion research practitioners only conduct pre-election polls 
because the demand for them is too strong to be resisted. Knowing 
the risks involved, they hate the job. This antipathy is not due to 
lack of confidence in their methods. They believe that these 
methods can, within an admitted margin of error, accurately 
assess political opinion at a given time. But they are painfully 
conscious that the figures they produce will be judged, not as 
reportage, but as forecast, which is unfair to them, for they do not 
pretend to forecast. Realising that voting intentions can change 
from day to day, and at the eleventh hour, and that the actions 
of “uncertain” voters can never be predictéd, they dare not. 

How wrong, in fact, were the polls? Nothing like so wrong as 
appearances suggest, even if one treats them as if they were 
forecasts. The final Gallup survey, published in the News 
Chronicle, recording the state of opinion two days before the poll, 
was within an average of | per cent of the actual result, which is 
not bad going. It can also claim to have warned readers that the 
trend towards Labour revealed by its successive surveys might 
well continue, which proved to be the case. Other newspaper 
polls were, it is true, wider of the mark, which suggests that in 
this, as in other fields, specialised experience does count for some- 
thing. There is no reason to conclude that the polls are valueless 
as an indication of trends in political opinidn, Or that the methods 
used are other than reliable as a means of assessing opinion in less 
thorny fields. | 

The danger to advertising is that advertisers using market and 
opinion research may think that all such research is based on 
fallible techniques. One must beware of superficial judgments. 
Market research is essential to industry as a preliminary to 
effective marketing and advertising. It is a well-tried means of 
obviating wasteful effort in sales promotion. Its task is usually, 
though not invariably, the ascertainment of fact—a very different 
matter from measurement of opinion. Again and again the 
validity of its findings has been proved. 

By all means let us pull the legs of the pollsters and blame them 
if we have lost money on our election bets. They are tough 
fellows and can take it. But it would be unfair and the height of 
folly to tar market research, or even other kinds of opinion 
research, with the same brush. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Future of commercial 


broadcasting 

OMMERCIAL radio inter- 

ests are wondering what the 
attitude of the new Government 
will be towards the future of 
broadcasting in Britain. 

At the end of this year the 
B.B.C. Charter runs out, so 
there must be fresh legislation 
soon. 


The last administration stressed 
in a White Paper that the B.B.C. 
monopoly was to stay—with 
sponsored radio out for ever. But 
leading personalities among the 
new Government's supporters 
hold different views. Mr. Selwyn 
Lloyd, for example. 

Mr. Lloyd was a member of the 
Beveridge Committee. He sub- 
mitted a minority report favour- 
ing the Australian and South 
African systems where commer- 
cial radio operates alongside 
State broadcasting systems. 


— ~~ £ 4 om 


Prominent poster man, oOver- 
heard at the “Daily Telegraph” 
election night party: “I like the 
change politically, but I don't 
know whether it will help the out- 
door advertising industry, .. .” 


Public’s guide to 


poster popularity 


Be me by correspondence 
in the local newspapers, a 
big controversy over poster sites 
is going to develop in Liverpool. 

Already there is a lively dispute 
in progress over a particularly 
large site, and the discussion is 
serving the useful purpose of 
plumbing public opinion. 

The “anti’s” assailed the site 
and suggested that gardens were 
being used as “bait for permission 
to erect a hoarding on some of 
the blitzed sites in the city.” 

Reaction from the “man in the 
street” was sudden, and sharply 
in favour of the display. 

These are some of the descrip- 


tions applied to the site: “An 
extremely attractive advertise- 
ment”; “. . . an excellent one of 


its kind, adds definite colour— 
as well as interest—to the smoke- 
begrimed city”; “. . . 1 thought 
how delightful it looked.” 

The poster industry will take 
encouragement from these ex- 
pressions of appreciation—and 


quote them to planners with pre- 
conceived notions about public 
taste and local amenities. 


Newsprint prospects in two 
parts of the Empire: 

The possibility of manufactur- 
ing newsprint in Africa 
from pine trees in the Eastern 
Transvaal is being investigated. 
A pilot plant is already carrying 
out limited tests and it is hoped 
to conduct bigger tests under the 
supervision of a leading Canadian 
firm of newsprint manufacturers 
soon. The New Zealand Govern- 
ment is to sponsor a £17 million 
project aiming to produce annu- 
ally 50,000 long tons of news- 
print, 10,000 of printing and 
writing paper, and 25,000 of 
sulphate pulp—in addition to 
timber. 


Private enterprise 
advertising 


DVERTISING for private 

enterprise as such will con- 
tinue despite the change at Wesi- 
minster. Industry realises, to an 
increasing extent, that it has a 
great story to tell—and that it is 
a good selling story, too. 

The Americans Rave set the 
pace in this type of publicity, and 
British advértisers might usefully 
take some pages from the U.S. 
book. 

This is a typical example of 
their copy. It comes from a Pan 
American Broadcasting Co. ad- 
vertisement in the New York 
Times: 

“In a democracy you can start 
your own business, succeed or fail 
on your Own merits, with no one 
telling you where, when or how 
to work. That is capitalism... 
and that is why even a kid can 
be a capitalist in our country. 

“But how many people abroad 
realise this? Day after day they 
hear the twisted half-truths of the 
Kremlin and no one sets them 
straight. The Voice of America 
and Radio Free Europe try, but 
they can’t do it alone. 

“American business, big and 
small, must join in this fight and 
tell the rruth about itself—before 
jit is too late.” 

That is public service advertis- 
ing—but it also “sells” Pan 
American Broadcasting. It re- 
veals a technique we may see 
employed in Britain soon. 


ROUND TABLE 


Every advertisement in.- 
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Tell the Edmondsons about it 


The first thing that strikes you about the Edmond- 
sons is that they are a remarkably happy family. 
Charles and Elsie Edmondson look rather young to 
have two grown-up daughters and the daughters 
themselves are more than a little attractive. 

Mr. Edmondson is in the motor trade, and with 
daughters Audrey and Judith holding down secre- 
tarial jobs, the Edmondsons are doing quite nicely, 
thank you. And their warm, comfortably furnished 
house in Fairfield Road, West Jesmond, Newcastle, 


says as much. 


Like many other people who work hard all the week, 
the Edmondsons like to take things easy on Sunday. 
By advertising in the Sunday Pictorial, therefore, 
you can tell the Edmondsons and many similar 
families about your product on the best advertising 
day of the week. 

For the Sunday Pictorial, with its average weekly 
net sale of 5,082,814 (June 1951) covers a huge cross- 
section of the homes of Great Britain at a particularly 
economical space rate. Its square inch per thousand 


rate of .70d. is only 9.4°% higher than in 1939. 


Sunday 


Pictorial 
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How Research Results Were Turned Into 


Three Successful Campaign Ideas 


S there not a danger that 

modern practice, with its 
emphasis on planning, research 
and scientific testing, will squeeze 
the genius out of adver- 
tising?”’ 

This question was put to me 
recently by a business man, not in 
advertising; and I felt it to be 
a challenge. Have we lost our 
most precious asset? 

I do believe there is a danger 


we may do so, that if we allow 


the research and planning depart- 
ments to dominate the ideas man, 
advertising will fail, But if we 
regard these other departments as 
all intended to lead up to the 
final idea—if we regard them és 


‘preparation of soil in which in 


spiration can grow—then we are 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LONOON - 60 FLEET STREET 


likely to produce far better and 
more resultful advertising than is 
ever possible for a genius work- 
ing on his own. 

Ideas, real productive ideas, 
do not come out of thin air. 
But planning and research are 
useless until the creative mind 
gets to work on them. 
Thinking around some recent 

campaigns with which I have 
been connected, I tried to see 
what part the various depar:- 
ments—the various types of mind 
—had played in their creation. 
Here are some examples. 

An established household 
product at a very competitive 
price: Consumers were investi- 
gated and gave us some useful 
pointers on what they want—and 
do not want—in this kind of 


By EDWIN J. ORNSTIEN, 
Managing Director, Max Ritson & Partners Ltd. 


The ‘ideas man’ is no longer the power in the land 
that he once was. Advertising is no longer based on 
inspirational flashes; “facts” is now the call. How 
three succcessful campaigns were created out of new 
facts established by research is described in this article. 


product. Competition was in- 
vestigated and found to be—very 
competitive. The product jtself 
was fully tested, and found to 
meet the needs of consumers; and 
its price was right, Out of these 
investigations we were able to 
prepare a report of recommenda- 
tions for the re-designing of the 
pack; the sales strategy; the 
where, when and how much of 
the advertising. 

But nothing had yet emerged 
out of all these investigations 
which could set fire to the house- 
wife’s imagination sufficiently to 
make her say: “This is some- 
thing different; this is something 
I must try.” All we could at that 
Stage say was: “This is good 
value in a market full of good 
values.” 

Then we got talking to the 
client's back-room boys. They 
showed us a formula. Not very 
different from other formulae, 
they said: “except for that one 
chemical there. That's the stuff 
in our product that makes it do 
the job just that little bit better.” 

We knew then, of course, that 
we had found “It.” Our creative 
minds could now get to work on 
those chemical symbols. Trans- 
late them into human needs, into 
housewife language, dramatise 
them. Hard investigation had 
prepared the ground and given 
the creative mind something to 
work on, 

In another case—this time a 
product widely used throughout 
commerce and industry—a too- 
ready acceptance of the conclu- 
sions from an investigation had 
led to comparative failure. In- 
vestigations had been conducted 
among users and potential users, 
and these brought out a new line 
of thought, an apparent basis of 
wide apneal. The creative minds 
were quickly able to transform it 
into dramatic advertising which 
everyone liked the look of. 

Results were not bad, but not 
nearly good enough. 

We spent some tiring—but in- 
spiring—days probing this prob- 


lem, travelling with the client's 
salesmen, listening-in at sales’ 
interviews, talking to previous 
users, We found that the line of 
appeal was good for most busi- 
ness Men in some trades, and for 
some business men in most 
trades. But rather than being a 
“highest common factor,” it was 
a statistical average, hiding many 
individual differences. 

There was no common factor 
high enough to make a common 
advertising message sufficiently 
resultful. 

We put these problems to our 
creative minds. Here were 100 or 
more trades and professions, each 
needing the product, but for dif- 
ferent reasons. They could be 
sorted into perhaps 10 main 
groups, within which the differ- 
ences were slight. Was it neces- 
sary to have 10 different types of 
appeal? 

They devised a characteristic 
method of illustration which 
would fit most of the trades, pro- 
vided it was “dressed” differently 
for many of them. But the copy 
approach was quite different for 
each group; headlines and “key” 
paragraphs of the text were 
varied to make them individual 
to each trade. 

The results were many times 
greater than the generalised ap 
proach used previously. 

This was a case where the “in- 
spiration method” would never 
have achieved results without the 
information supplied by detailed 
investigation, We might have ob- 
tained inspired messages for two 
or three trades; but inspiration 
would have tired for ten. Equally, 
the creative mind was needed to 
see each of the many different 
reasons-for-buying in terms of 
vivid pictures and headlines. 

Another example was that of a 
group of products used in the 
home, well-established for a 
number of years. We had long 
been in charge of the publicity: 
sales Were good. 

The advertising was based on a 


(Continued on page 255) 
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More than 150,000 men who 
mean Business read 


THE FINANCIAL TIMES 
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Industrial Advertising in 


THE FINANCIAL TIMES 


reaches Top Management certainly 
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Your particular business 
may not necessitate 
the study of 
housing and rateable values, 
but many manufacturers 


are very 
interested. 


Seanning He ponintes 


gives just these facts, together with more than 


16,000 


other items of marketing 
information for. 


70 Towns and Districts 


Don't forget to refer to 
your copy when you 
are planning or 
considering a campaign! 
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R. H. Penney, Advertisement Director : 
Carmelite House, London, E.C.4. Telephone : Central 6000 


‘CONFIDENCE? 


| 
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HE next step for advertising 

is to secure the full confi- 
dence of the community it 
serves. 

For years this has been 
chewed over as a public rela- 
tions task, as the public rela- 
| tions were something normally 
divorced from our activities. 
This outlook indicates how ill- 
prepared we are to fight our 
own battles. 

In order to secure public confi- 
dence, we must restore Our Own. 
During the past few years, adver- 
tising has developed through its 
organisations an attitude of 
severe self-criticism and has intro- 
duced Codes of Standards which, 
like the Ten Commandments, 
begin in almost every case with 
“Thou shalt not.” 

Their value is undeniable, but 
advertising needs inspiration just 
as much as legislation. It has 
been said that cynicism has be- 
come the occupational disease of 
advertising and the cure may wel! 
be a more positive expression of 
our aims in our Codes of Stan- 
dards. 

Advertising must seek its 
primary justification in service to 
the consumer by promoting 
knowledge, helping to reduce the 
costs of production and distribu- 
tion and helping to raise the 
standard of living. 

To achieve these aims, much 
can be done within the present 
activities of advertising. 

The Press should seek out and 
encourage the advertising of new 
or improved products of benefit 
to the consumer. Advertisers 
shovld provide more accurate and 
useful information. Agents shovld 
examine the usefulness to the 
consumer of the preducts and 
services which they handle and 
direct their efforts and business- 
getting policy towards those 
clients and prosvects who are 
voing to be of greatest service to 
the public. 

To achieve these aims. adver- 
tising and industry must work 
more closely tovether, not onlv 
at the level of the organised 
associations, but also between 
each advertiser, agent and 
medium. 

The outstanding prohlem to- 
dav is to reduce costs. This can 
lareelv be done hy simnlification 
and standardisation. These. far 
from stifling development. assist 
it. An outstanding example is 


‘NEXT STEP IS TO 
GET CONSUMER 


—Derek Roe 


the progress of the mass-circula- 
tion magazines, They have similar 
rate cards, work to similar page 
sizes. In each case they are left 
to secure good reproduction from 
artwork and to provide good 
typesetting if required. 

By comparison, newspapers 
require the agent to adapt art- 
work to varying column widths 
and produce blocks to meet the 
mechanical limitations imposed. 

Development of technique 
must inevitably take time after 
the invention of new devices. The 
fact that the use of neither radio 
nor television for advertising 
purposes has received approval 
in this country perhaps indicates 
that public opinion is not yet 
satisfied with the standard of ad- 
vertising reached in older media. 


by 

D. J. Roe, chairman, Manchester 

Publicity Association, to Liver- 
pool Publicity Association. 


One of the oldest media of all, 
the poster, has come under heavy 
fire. One reason must obviously 
be that so many posters in them- 
selves are poor. More attention 
to good design would disarm a 
great deal of criticism. 

Without a corresponding im- 

provement in poster design, site 
improvement becomes pointless, 
since good location and presenta- 
tion draw greater attention to the 
irritation of a bad poster. But 
it is to be hoped that the very 
welcome improvements 
made in the sites themselves will 
stimulate the production of 
better posters. * 
A desire for, and knowledge of, 
better advertising would be 
fostered by adopting the Ameri- 
can idea of annual awards. 

A form of advertising now 
seeking to gain greater public 
confidence is the style adopted 
by English Electric in drawing 
attention to their contributions 
towards better living. This key- 
note of public service is of the 
utmost importance, and 1 
strongly recommend that it should 
be the theme of our next Con- 
ference. 

The only slogan for advertising 
which has really stayed in the 
public memory is “It Pays To 
Advertise.” But the public have 
come to think that they pay for 
it and receive no benefit. A use- 
ful slogan might therefore b- 
“Advertising Benefits All.” 
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INVESTORS? 
CHRONICLE 


Eerastisweo 1860 Ap Mowry Maneee Review Reon. at G.P.0. as 1 Newsrarae 


». ° 9 . . . 
Britain’s Leading Financial and Investment 1 cekly 


Its large staff of experts comments yearly upon the accounts 
and progress of several thousand public companies, upon 
new capital issues and placings, upon developments in 
industry, banking, insurance, plantations, mining, oil 
and, in short, upon every aspect of investment affairs. 
THEREIS EVERYTHING FOR THEINVESTOR 
in the 
INVESTORS’ CHRONICLE 


For the Advertiser, here is a readership and an influence which, 


for financial advertising in all its forms, is invaluable, 


Fer Display Advertising u is an essential for all Schedules 


because it reaches men who count. 
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Panorama Of 
The Printer’s 
Progress 


. 1851-1951, _ by 
onte tecos (Sylvan a Lia. 42s.). 
Printers tend to be regarded as the 
people who have to take the blame 
for things. If a block is a little 
off register, or, through someone s 
bad writing, a word takes on an 
entirely new meaning then quite 
automatically the blame is shifted 
on to “someone at the printers.” 
But the real progress and 
achievements that have been 
made in the printing world, the 
tremendous advance in materials, 
technique and equipment in the 
past century have to be seen to 
be believed. They can be seen 
very effectively in this book whicn 
could also be termed a Printer’s 
Companion to the Festival of 
Britain. 

It produces examples of printed 
work of the year 1851 alongside 
some of the present day. 
Although the intermediate phases 
are not covered, an introduction 
to the book expresses the hope 
that “a clear realisation will have 
been given of both the esthetic 
and technical differences, as well 
as of the vast changes of 
machinery and materials.” That, 
it certainly does. 

The author, Charles Rosner, ‘s 
art director of Balding & Mansell, 
the printers, of London and 
Wisbech, and also managing 


NEW BOOKS REVIEWED 


director of Sylvan Press Ltd., 
the publishers of the book. In- 
cidentally, he was responsible for 
the foreign section of the first 
Open air international Poster Ex- 
hibition held in London this 
summer. 

It is imteresting to look back on 
the book illustrations, periodicals, 
popular and jobbing printing and 
publicity as they were in 1851. 
And it is extremely satisfying to 
admire the colour printing, photo- 
graphic reproductions and all the 
other wonders of the print shop 
which we are apt to take too much 
for granted to-day. 


Mr. Printer, take a bow!—P.J.E. 


Fleet Street, By 
A Journalist 


Towards The Storm, by Mary Sergeant 
(Hurst & Blackett Lid., 9s, 6d.). 

This is a novel of the editorial 
side of Fleet Street; a novel by 
a woman journalist, with all the 
verisimilitudes of the mechanics 
of a daily newspaper and the 
workings of Fleet Street. The 
story rings most true when it is 
relating the detailed routine of a 
newsroom, its workings and 
stresses and objectives; less true 
to life perhaps in its romantic 
episodes and its characterisations. 
But it is always an interesting 


book, leading up to a double 
climax which, while necessarily 
over-dramatised as a novel must 
be, nevertheless is in atmosphere. 
This is Miss Sergeant's first novel, 
the blurb informs us. It bears 
all the earmarks of having been 
written by an observant journalist 
and a practised writer—A.W 


The Why And How 
Of Media 


Advertising Media, by Ed. Brennan 
(McGraw-Hill Publishing Co., 51s,). 

A book on advertising media 
written by an American about 


American media seems, at first 


glance, to have no great value for 
the British reader. On closer 
investigation it becomes ap- 
parent, however, that this book is 
of far more than local interest. 
For the overall character of 
media in U.S.A. differs only in 
one major respect from those in 
Britain. For the rest it is a 
question, chiefly, of degree. The 
big difference is, of course, the 
national character of our daily 
newspapers; similar coverage in 
U.S.A.—for one insertion, that is 
—can only be obtained through 
magazines. 

This book is designed to give 
students an understanding of the 
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functions of the major forms of 
advertising media and a guide on 
effective methods of buying—and 
selling—space and time. It also 
gives detailed information on 
how the particular medium is best 
used and when. 

Mr. Brennan writes specific- 
ally for the student who is still 
comparatively new to advertising. 
He gives a clear picture of the 
business that will be the founda- 
tion of many a career in the buy- 
ing or selling of advertising space 
and time.—E.H.M. 

IN BRIEF 

The first edition of Wire 
Reference Year Book and 
Directory covers 1,200 subjects 
with 6,000 references, and 
an “Easi-read” design of tables 
and other . information. It 
is believed.to be the only inter- 
national bibliography on wire at 
present in print. An interesting 
feature is 20 pages of brand 
namés for which non-advertisers 
have paid 2s. 6d. to have their 
names included. 


Noble (Burke Publishing Co. Ltd., 
8s. 6d.) iS, as in previous years, 
an entertaining review of the 
cinema. It includes articles by 
many of the leading stars of the 
screen and intimate glimpses of 
their lives off the set. Its 130 
pages. include many full size 
colour photographs of popular 
film favourites and “stills” from 
fiims both old and new. 


GRAHAME FE. BISHOP, ADVERTISEMENT MANAGER, 


ot ETE wh ie ae 
(NGRAM HOUSE, 


1D, LONDON, W.C.2. 


SPORT & COUNTRY sells! In its pages you 
see the advertising of farm equipment, food- 
stuffs and fertilisers alongside that of shoes 
and shirts and silverplate! These advertisers 
know that countrymen (and countrywomen) 
who read SPORT & COUNTRY have a two- 
fold mission . . . the farm and the house ! 


SPORT & COUNTRY is indispensable to the 
advertiser who aims to sell them equipment 
for the land or the country home. 


SCHEDULE THESE FOUR IMPORTANT ISSUES 


ROYAL SHOW NO.—July 23rd | DAIRY SHOW NO.—Nov. 12th 
MOTOR SHOW NO.—Oct. [5th SMITHFIELD SHOW NO.—Dec. 10th 


MANCHESTER OFFICE: 55 MARKET STREET. TELEPHONE BLACKFRIARS 4109 
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MORE CIRCULATION ...CHEAPER! 


* CIRCULATION 
(AUG -SEPT) 


Oommen | CIRCULATION GUARAMTER 9 
ne 
Oeescas@ 


CIRCULATION 


ANTICIPATED CIRCULATION 
700,000 
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Guarantee for 1952 
up 46% to 700,000 


= | 


But even when 


PAGE COST 
PER 1,000 CIRC. 


i 


rates rise next April, 
cost per 1,000 
will be down 


13/9 


4 
8/- 
| 


Four covour 
GB BLACK A HiT 


1948 1949 1950 19s! 


Sales shooting up ... cost per 1,000 down... 
and_guarantees are conservative, so advertisers 
- get bonus circulation FREE! 


HE chart shows a happy state of affairs, both for our 
advertisers and ourselves. 

Sales are soaring dramatically. August-September -figures 
were actually 34°, up on last year. We expect to average 750,000 
in 1952. But our rates are based on conservative guaranteed 
figures, regularly outstripped by sales. Note that red line— 
400,000 for 1950, 500,000 this year, and 700,000 next. 

So advertisers can’t lose. If our circulation should fall short, 
they would receive a proportionate rebate. In practice, they 
gain, getting a handsome free bonus of circulation. This 
autumn, for instance, our advertisers are already getting 
75,000 circulation for nothing. 

. What’s more, cost per 1,000 goes steadily down—see foot of 
chart. Rates themselves must be increased, of course. BUT— 
(a) The increase does not take effect until the April issue. 


(b) The new rates represent a further reduction in cost—only 
12/9 per page per 1,000 for our 1952 guaranteed average 
of 700,000. 

(c) This reduction is particularly striking in colour spaces— 
e.g. from 19/- to 16 5 for a 4-colour page. Our new Goss 
press enables us to offer full colour at less than 30% above 
black-and-white rates. 

Space for 1952 should be reserved right away. Naturally, 
the earlier your insertions start, the more you profit from the 
present pre-April rates. 


READERSHIP COMPARISONS. Our 34-page booklet “ Readership 
Digest” gives useful cost-and-readership tables comparing this 
magazine with others, and includes significant facts about our 
readers. If you have not received it, just let us know—we shall be 
glad to send you a copy. 


The Advertisement Director 


The Reader’s Digest 


1 ALBEMARLE STREET, LONDON, W.1. 


Tel: GROsvenor 4738 
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WHATEVER THE Cr 


| TODAY MUST RANK 
AMONG BRITAIN’S CHIEF 
ADVERTISING MEDIA. 


oa bs 


oo: as 0 GSS Saas. 


every; ambitious | advertiser in Britain uses | 
4a > oR ee es 


po | 
P | 
eo 
1 rR 
: \ Cg a | | 
r: Bi acta 
a ; a a : 
¢ 
or, Ob j 
7 : 4 : Pa. ae 
is ; 
ie 
~ ; es eh 
. . 


ies al a 
3 : Aa 
a oF yr. A I ae 


ee ee ee 


NovemBer 1, 1951 ADVERTISER'S WEEKLY 


\NGES ELSEWHERE 


Top A.B.C. circulation among general magazines. 


Top readership among general magazines. 


Top colour advertising medium. 


Only magazine or newspaper 
to offer a complete merchandising service. 


More advertisers rely on Picture Post 
than on any other magazine in Britain. 


Editorial reputation and influence higher than ever before. 


Large national Advertisers 
put their entire appropriations in Picture Post alone. 


Every major advertising campaign 
so far launched in 1951 appeared in Picture Post. 
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Export Advertising - 


easier to buy space than to 

sell it. Asa buyer of space, 
principally in overseas publica- 
tions, I suggest that the reverse 
is more true. Because of the 
appalling way space is generally 
sold it seems to be much easier 
to sell than to buy. Ninety per 
cent of the representatives | see 
slap me on the back and call me 
“old boy”—which irritates me 

instead of giving me facts. 
Most of them appear to have 
no ability to sell, even though 
space is freely available in nearly 
all overseas media. 

Is the art of space-selling 
quite dead? . . . Well, judge for 
yourselves. .. . 

Most overseas publications 
have London representatives. It 
would be a great help if they all 
did, but we are extremely grate- 
ful to those who do As an 
agency, we handle overseas space 
in one of two ways. Either we 
place it through an associate or 
branch agency overseas, or we buy 


I: has been said that it is 


aman HR 


Do’s—And Don'ts— 
For Space-Sellers 
—By A Space-Buyer 
@ Get on a firm salary basis so 


that you can... 
@ Put your publication and your 
client before your cheque. 
circulation 
break-down. 

@ Don't make wild claims that 
cannot be substantiated. 
@Find out our list of clients 

before you arrive, so that 
you can... 
@ Present a clear case for your 


paper's inclusion in the 
schedule. 

@ Know the editorial policy of 
your paper. 


@ Don’t pat me on the back, and 
don't call me “Old Boy.” 


OVLMOOLAIRD GEDA HAHA ANE APRN td 


‘Advertising and 
selling problems 
in Switzerland ? 


A buyer of space 


246 


HOW TO SELL SPACE EFFICIENTLY 
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in overseas papers, tired of the haphazard selling methods 
of many representatives, gives warnings and hints in a short lesson on— 


IN OVERSEAS MEDIA 


it in London. The method used 
is decided by the problems in- 
volved—such as whether an over- 
seas Sales agent is involved, 
whether special copy has to be 
prepared locally, and a whole 
host of other considerations. 
Whichever method is used, how- 
ever, the final say is over here. 
So why cannot all representa- 
tives be on a firm salary basis and 
therefore not concerned how the 
order is placed, so long as their 
publication is included? So often, 
if you mention that the order will 
be placed overseas, you have the 
reply that in that case they are 
not interested. “Oh, for that 
client you place it locally, so | 
am not’ concerned,” they say. 
Surely the'main thing is that over 
here we wish to have all the in- 
formation readily available on 
overseas media, because we do 
not always have time, or indeed 
the desire, to write overseas for 
nformation. It_ makes no differ- 
ence to the revenue of the publi- 
cation where the order is placed. 
So | suggést it should also make 
difference to the remuneration 
{ their representative. Only then 
hall we see the last of the dread- 
ful type that whines: “Do give me 
sage, old boy; after all, I have 
ive you know.” 
Or you get the representative 
who breezes into your office, pro- 
luces his publication with a 
flourish, and announces in a loud 
ind clear voice: “We go to every 
country in the world—everyone 
eads us.” 
(here is, of course, no. publica- 
a of which this is literally true, 
_even if there were, have we a 
client who can say the same— 
although several make a good 
iiempt at it. Im any Case, it 's 


yuite obvious that the coverage 
each cauntry will vary. So let 
us have at once a breakdown, by 


UBLICITA 


countries, of the circulation—not 
in percentages but in actual 
figures (because our arithmetic is 
no better than theirs). Too often 
this information is grudgingly pro- 
duced and one is made to feel 
that he is asking for something 
highly confidential, which can 
only be supplied at great cost and 
with considerable loss of life! 

Closely allied to this is the 
question of readership. No one 
publication is read by everyone 
in every country. If it were, we 
could not use it because none of 
our clients’ products are sold to 
everyone in the world. Could not 
publishers brief their representa- 
tives as to exactly who does read 
their publications? We are con- 
cerned to find out which client 
it might interest, and we can only 
do that by assessing the people it~ 
will reach. 

In this connection, incidentally, 
one gets a little tired of publica- 
tions which read “all the key 
people” in a country. The phrase 
is meaningless, and in any case 
none of our clients can sell to all 
the key people. Those that buy 
plate glass will not necessarily be 
interested in railway engines—and 
soon, Ask the rep. for the defini- 
tion of a “key person” and see 
what I mean. 

One would have thought that 
the least a space-seller can do is 
to find out the clients we do have 
(the information is so easy got) 
and sorted out those who might 
be interested in his publication. 
After all, a space-seller should 
have sound arguments why a par- 
ticular company should advertise 
in his publication, and this must, 
surely, require prior thought—or 
doesn’t it? 

The value of editorial policy 
and contents seems to be com- 
pletely .overlooked by  space- 
sellers. How often do they slap 


a copy of their publication down 
on your desk and leave you to 
try and sort out what the editorial 
policy is? A representative 
should know what is in his pub- 
lication and should be able to 
tell you, quite clearly and dis- 
tinctly. Generally when you ask 
about editorial matter, you are 
either accused, if silently, of try- 
ing to get editorial space on the 
strength of giving an advertise- 
ment, or you are considered to 
be slightly mad. We want to 
know what a paper is going to 
say. You do not buy a seat in a 
motor coach unless you know 
where jt goes. No more you can- 
not buy space in a publication 
until you are sure jt suits your 
type of product. 

I suppose it is almost too ob- 
vious to say how much an ap- 
pointment is preferable to a call 
“on the off chance.” We are 
fairly busy people, and if a firm 
date is made then we can prepare 
ourselves for the interview and 
so can the representative. If we 
find it hard, as buyers, to do 
things ex tempore, how much 
more so do the sellers? 

A threat that unless I booked 
space the rep. would see the 
client direct came my way the 
other day. I thought that sort 
of nonsense had died out, 
because the answer every time 
will be “Go ahead.” After all, if 
we did not have the confidence 
of our clients, we should not be 
handling their business. In the 
end the whole thing will be re- 
ferred back to us anyway, and 
that’s no way to build goodwill. 

Perhaps what I have said 
points to the need for svace- 
sellers to give something which is 
often considered to be out of 
date to-day—service. We pride 
ourselves on the service we give 
our clients. So, naturally, we like 


... is the leading and largest adver- 

tising agency with 50 branch offices. 

General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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PERA PATRON John Christie and pet pug sit back con- 
QO tentedly . . . as did some 300,000 influential world 
citizens while reading about Christie’s British Mozart 
Festival in the international edition of LIFE. 


Published in English every other week, LIFE INTER- 
NATIONAL '’s single, world-wide edition graphically re- 
ports the world’s events, large and small—and describes, 
in vivid pictures and words, the democratic way of life. 


Read by Englishman John Christie and many others 
with unusual influence in 120 countries*, LIFE INTER- 
NATIONAL is an international spokesman for ideas 
about the free world—and an advertising showcase for 
products made by free men. 


International advertisers are invited to send to the 
addresses below for “Facts about LIFE International.” 


In every market—read by the thousands 


who influence the millions 
* Life International does nor circulate in N. America. 
4 Dean Street, London W.1, England 
9 Rockefeller Plaza, New York 20, N Y 
26 Rue de la Pepinitre, Paris 8, France 
Mythenquai 24, Zurich, Switzerland 
Meiji Seika Bidg., 8 Kyobashi 2-Chome, 
Chuo-Ku, Tokyo, Japan 
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London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 
* 


65,1 


Copies 
Weekly 
* 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69 FLEET STREET 
Tele : Central 9353 


AHLEN & AKERLUNDS FORLAG 
COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 

a combined net sale of 1,711,827 

copies—78 % of the total number 
of homes (2,174,379). 


69 FLEET ST 


NDO 


K 


N OFFICE 
i. ANE 
a CEN.26!I 


c PHONE 


King George V 


Gillott Pens 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available :-— 


DRAWING PENS: Nos. 290, 29! 
and 1950. 

FINE STEEL PENS: 303, 170 and 
404. 


All types supplied in 3. 4 or | 
= boxes, or I2-carded with 
jer 


Artists and Studio Managers 
are advised to carry a small 
stock. 


JOSEPH GILLOTT 
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IRAQ TIMES 


CHRISTMAS NUMBER 
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FAMOUS FOR 
20 YEARS 
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How To Sell Space Efficiently—continued 


to have service given us by those 
whose interests we represent. 
One or two questions will have 
arisen in most people’s minds. 
The one about free drinks, 
lunches and the like, for instance. 
Does it pay? Well, we space 
buyers are human (although you 
might not think so sometimes), 
and to be able to talk business 
in a pleasant atmosphere is often 
helpful. Not for one moment 
would I say anything of this kind 
influences an order as such. But 
it does give you the opportunity 
of getting to know and under- 
standeach other's problems better. 
It probably does us both good. 
But not too much, please. _ 
Then there is another question: 
Are we swayed by advertisements 
in the trade Press? Yes. We are, 


because they tell us, or should 
tell us, just the things we want 
to know about the media. We 
cannot always see a representa- 
tive just as we are making up 
our minds on a schedule. That 
is perhaps where the advertise- 
ment helps most. And let me add 
a word of praise for supplements 
which so often are of great value 
to us. 

Finally, may I ask space-sellers 
this question: Why do you leave 
your office, when you are ouf, in 
charge of a dumb _ individual 
(male or female) who, when one 
‘phones up, informs one stolidly 
that you are out—that they don’t 
know when you'll be back—that 
they don't know the circulation, 
or the rates . . . until] you slam 
the receiver down in disgust? * 


Around The World .. . 


THE ADVERTISEMENT depart- 
ment of the Schweizerische 
Beobachter commissioned a Swiss 
market research organisation to 
investigate the readership of the 
paper, The results of this survey 
have now been published in a 
100-odd pages booklet entitled 
“The Way They Live.” 

The paper is sold on postal 
subscription so that all sub- 
scribers are easily contacted. The 
research was based on a sample 
of 3,050 households out of a 
total of 375,000 claimed by the 


r. 
ee the details revealed are 
the usual ones such as the num- 
ber of washing machines, vacuum 
cleaners, radios, motor cars, etc. 
But there are also some figures 
not generally used to evaluate a 
journal. Some of them give a 
very clear picture of the reader- 
ship type. The percentage of 
readers that indulges in some 
kind of sport, mountaineering or 
cycling is given, for instance, and 
a break-down on hobbies is 
interesting. Another interesting 
section gives a clue on what these 
people do for their holidays, how 
long they go, where they stay, etc. 

“As roughly 40 per cent of the 
German-speaking population sub- 
scribe to the Beobachter,” con- 


* 
What are they looking “at? 


cludes the survey, “this analysis 
may almost be taken as represen- 
tative of the present-day German- 
Swiss way of living.” 

* * * 

A DRIVE TO SELL shoes to the 
natives of the villages and settle- 
ments in the undeveloped areas of 
Africa is to be made by the British 
Bata Shoe Co., Ltd. The world’s 
first mobile shoe salon and shoe 
shine parlour is to be taken on a 
20,000-mile trip through the African 
jungles. 

It is equipped with a cinema unit, 
and films—entertainment as well as 
commercial—will be shown. A 
recording unit will broadcast com- 
mentaries in local dialect. Leaflets, 
highly coloured comic strips and 
balloons are being carried as publi- 
city material. 

* *~ * 

Dis-SATISFACTION WITH the service 
given to listeners by the Italian 
Broadcasting Association came to a 
head last month when the recentl 
formed Listeners’ Association t 
the Broadcasting Association to 
court. 

The issues cited—that the per- 
mitted time for “commercials” had 
been exceeded, and that some of the 
advertising matter has often been 
objectionable—are considered to be 
only symptoms of the general feeling 
that the Italian radio is no longer 
providing a service which “informs, 
amuses and educates.” 


* 


Why, an outdoor advertisement—on the 
sands of Spain's north coast at San Sebastian. 


The artist appears every 


morning as the tide goes out and stakes a claim to a smogth patch. He 
then draws the advertisement, using two stakes with a piece of string 
between them to keep the lines straight. The shadow effect on the letters 
is achieved by scraping the sand with 
a fork-like instrument. When his work 
is completed he does nothing but sit 
in the sun and shout at small boys 
who look as if they might like to 
walk over it. Nearly the whole town 
walks along the promenade sometime 


AND SONS LTD. 


Victoria Works, Birmingham, | 


2ueuU 


£35 0 0 
£17 10 0 


£15 0 0 


Page 

» page 

7’ 3 cols. 
solus | 


i’x2 cols. 
solus 


London Office: 
28 New Bridge Street E.C.4 


£10 0 0 
DISPLAYS 
STUDIO LTD 
EALING 3362 
» 44 
712! 


| 
RENART stuoi0 ir 


on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY [° 
2. Fleet St.London.£04 Cen 549467870 


S.AR 


during the day, and 
readership of the ad. is 
thus claimed to be of a 
very high order, though 
no research actually 
been carried out. 


Seater 3 ae 3S ‘an . Tepe oe) Se — (ee ee ee 
Be i 
CSC“Ct;isSCtiésSS 248 ee 
: \ 1G 
5 LEAD - _ 
SEA NTINES \ oe 
— ——— $$ : 
| <—— 
oa ASURNNEN Ce rrlllrrtt(“( te Lm 
7a yeEcKo WAR 
ae RMERNAS Sst 
3, DAYART HEM DEN | 
¥ wed VAR ie 
e i VECKO ES YARED 
“as i TEN UMIERS nu tor 
< t FRAN | 
¥ : 2 | % 
; Ber 2 es 
| - | ve % : 
: PA By | ) ‘ 
I, | * . 
an 
et 
4 ee / (NEWS) 
—— | 
es, ~~» = ne [ aS # =‘ 
aa ” . , 2 = “ts. ot Bes. yd r "a5 : ee *F tne f 
. | 9 hae te Sa - a 
ar 3 3588) FD } “ ; 
r y. - oo r 
: : er am a : 
; 


NoveMBER 1, 1951 


* —*k 
Cover South Africa with... 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF THE 
SUNDAY EXPRESS 


SUNDAY TIMES 


No 
Pron 


NEWSPAPERS LTD 


24 Holborn, London, E.C.I. Tel. HOLborn 4144 


* 


* 


in Dutch means 84 
84°, of the long term subscribers* 


deVolkskrant 


(the largest Dutch morning paper) 


are married and half of them have four or more 
children, which means a high expenditure on domestic 
necessities. 


*#Circulation 170.000, of which 95% is 
delivered every morning to homes 
before breakfast; 5% sold on the 
streets and at the stations. 


Representatives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4. Tel.: CEN 1960, 3133, 3754. 


ADVERTISER'S WEEKLY 


The largest daily of Holland 


Het Vrije Volk 


gives full national coverage to Advertisers 


First in circulation 
(Over 300,000 copies) 


First in advertising 


Represented by 


Vow 


Joshua B. Powers Ltd., 14, Cockspur Street, 
London, S.W.| 


Telephone : WHI 3305/6 


* ARMSTRONG SIDDELEY * MORRIS - H.R.G * ASTON MARTIN + LEA-FRANCIS + STANDARD + 


DAIMLER + AUSTIN + ROVER «+ ALTA « ALLARD + JENSEN 
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ADVERTISER'S WEEKLY 


"We. have had some 
troublesome Spells... 


From an international advertising agency :—+ 


**We have had some troublesome spells through various 
staff changes in this organisation, and I would like to 
put on record my appreciation of the way your organisa- 
tion has come to our rescue and helped us through what 
might have been difficult periods. In addition to the 
detailed personal attention which has-been given to the 
account by Mr...., 


I would like to mention your in- 
ternal representative, Mr. . , who has also been 
extremely helpful ...I do appreciate all the fine work 
your organisation has done for us.” 


° e & Watson outside representative 


Cals CMA SOM 


ill SHOE LANE LONDON 
Northern Office at « 


“C4, CENtral 6555 18 lines 
chester 2, Blackfriars 466) 


PROCESS ENGRAVERS IN LINE, Tor 
ADVERTISEMENT TYPESETT 


OUR, ARTISTS & PHOTOGRAPHERS 
TROTYPERS, STEREOTYPERS 
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Cuba Has Learnt Merchandising 


And Research From The Americans 


Novemser 1, 1951 


A ‘PHENOMENAL development’ of advertising has taken 
place in Cuba and other Latin-American markets during 


the last twelve years, Senor G. MESTRE, president and owner 
of Cuba’s CMQ radio and television networks, and president of 
| the Pan-American Broadcast- 
| ing Association, told members 


of the 
Association at 


Export Advertising 
their |third 


| annual international adver- 
| tising convention in New York 


recently. His analysis of this 
progress is based on three 
main trends.)} ge xy by. er 2.2 

“Firstly, American manufac- 
turers have taught us that 
modern merchandising is not 
possible without proper distri- 
bution, which in turn is only 
possible through «aggressive 
selling. 

“Secondly, advertising agencies 
have made Cubans _research- 
minded and have demonstrated 
what can be accomplished, from 
a sales standpoint, through a 
combination of thorough market 
and product research and intelli- 
gent, well-prepared and selected 
advertising. 

“Thirdly, it has been shown 
that an advertising medium can 
grow and prosper in a Latin 
American country if it follows 
policies of uniform rates and 
strict advertising agency recogni- 
tion. Here, as everywhere else, 
ample working facilities, modern 
equipment and well remunerated 
talent are essential. They will 
pay off just as well in a small 
Latin-American Republic as they 
will in the U.S.A. 

“In fairness I must add that in 
the last two or three years an 


| increasing number of American 
| exporters appear to be deviating 


| set 


from these aggressive and pro- 
gressive advertising and merchan- 
dising methods. So much so, 
that an increasing share of the 
business appears to be going to 
that handful of local firms that 
displays the aggressive alertness 
one would expect to find among 
the most successful American 
firms doing business in the 
United States. But we do not 
think that a small number of very 
large firms is conducive to greater 
general industrialisation. 

“Is it possible,” he challenged, 
“that you no longer recognise the 
full potentialities of some of 
your export markets—assuming. 
of course, that Cuba is typical of 
your international operations? 

“In your operations on the US. 
domestic market you use research 
to determine the size of your 
potential market and then you 
your advertising budget 
accordingly. How can you fail 
to follow the same steps when 
making up your advertising bud- 


gets and sales estimates for 
foreign markets, particularly since 
local competitors are using the 
same methods and producing 
satisfactory results. Why then, 
do you maintain that you can 
obtain an adequate share of the 
Cuban market merely by setting 
the advertising budget based on 
last year’s sales and not on the 
potential of the market? 

Take a good look at your mar- 
ket, check over your distribution, 
find out what your local com- 
petitors are doing, and then base 
your advertising appropriations 
on so many dollars a year per 
retail outlet. 

But if in 


the process you 


Senor Mestre has been 
awarded the first annual 
award for merit by the 
Export Advertising Asso- 
ciation, “for distinguished 
service in the international 
advertising and marketing 
fields.” He was unable 
to attend the Association’s 
convention, but did, none- 
the-less present his 
address—-speaking over the 
short-wave facilities of the 
National Broadcasting Co. 


should find that your distribution 
is inadequate, then do not spent 
a cent until you or your local 
distributors have corrected the 
situation. Only in that manner 
can I recommend that you adver- 
tise in Cuba and only so, will you 
convert into sales dollars every 


single cent that you spend in 
advertising.” 
“The broadcasting industry,” 


reported Sefior Mestre, “is mov- 
ing towards the adoption of 
uniform rates, better program- 
ming and operating practices 
within a framework of ethics 
and morality. This trend is 
found to have a healthy effect 
on all advertising .media, thus 
bringing to most Latin American 
markets the minimum of order 
that is required for the planning 
and carrying out of advertising 
campaigns with reasonable assur- 
ance that money will be spent in 
exactly the manner and for the 
purpose intended.” 
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WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 


SP ebb bis” 


Screen and Water Soluble 
Brush types available 


SLLOOGLLLOLLOOLL® 
O+O4+ Ox+ Ore 


OHOH OH OL OHOHOH OH OH O4+O4O4O4+ OL Ot OX 


Ideal for Outside and Indoor Display. 


oar 


Shade cards, prices, etc., enquire :— 
CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 


POL PLOLOLLDLaD® 
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SCREEN... 
PUBLICITY WITH A PUNCH! 


Ht is the ideal setting for your Screen Advertising : a regular cinema 

screen feature enjoying popular acceptance. ‘SIGNS OF THE TIMES’ 
presents all the attention-gripping interest of a NEWSREEL — it has both 
animation and sound. The advertiser's ‘solus position’ is preceded and 
followed by News, Humour, Sport and Travel stories, and this background 
7 of sustained interest ensures the undivided 


7) NEMA attention of an audience of millions, in highly 


receptive mood. 


Audi PRODUCED THROUGHOUT 
LIKE IT IN FULL TECHNICOLOR 


WALLACE PRODUCTIONS LTD. Wallace Centre, 8 Berwick St W.I. %/ Gerrard 2639 
the Se Hsin ‘ 


ADVERTISER'S WEEKLY 


LINCOLNSHIRE 
BUYS Because 


© Lincoinshir : ire opin 30,708 
people to @ us large 
food id. from the land. 

And there are specialised 
branches to this agriculture 
as well, such as the well- 
known me gen | in this 
county which employ many 
highly-paid workers. 


@ In this county there are 
18,334 men and women 
employed building specialised 
machinery, ¢.g. sewing 
machines, radiators, print- 


@ Lincolnshire has tin, iron and 
steel foundries supplying 
some of the country’s vast 
requirements for these metals. 
Moming these works are 
15,116 well- workers. 


@ It requires a labour force of 
11,119 men and women to 
keep Lincolnshire’s extensive 
fruat and vegetable canning 
factories working—to supply 
Britain’s peaked fod 
needs. 


If you want to sell your goods in Lincolnshire— 


Advertise in 


THE LINCOLNSHIRE 
CHRONICLE 


NET SALE 22,273 A.B.C. 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET STREET, LONDON, £.C.4 Tel: CENtral 3265 
Manchester Office: 
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Commercial Art And Photography— 


HE choice between artist 

and photographer is one 

which every art buyer has 
to face. Unfortunately, there 
are no hard and fast rules. All 
the art buyer can do is to make 
himself familiar with the practi- 
cal considerations that can 
govern his choice, weigh them 
carefully in every particular case 
—and make his decision. There 
is nO easy Way Out. 

Briefly, the factors the art 
buyer must consider when decid- 
ing whether artist or photo- 
grapher shall provide him with 
his finished illustration are three: 


The Aim Of The 
Illustration 


From the outset, a clear idea 
of the aim of the illustration 
must be gained. Is it to be 
emotional or informative, or a 
combination of both? Is_ the 
mood to be gay or sober, nostal- 
gic or sophisticated? 

Let us apply these questions to 
the advertisements _ illustrated 
here. Neither picture is designed 
to convey direct information but 
is content to rely on the neve 
failing emotional appeal of an 
attractive — girl. Both express 
through their mood the specia 
and exclusive qualities claimed 
for the product, the Aero paint- 
ing emphasising the “different” 
quality of the product by the 
sincerity of its technique and 
choice of a striking personality 
whilst the Crest photograph 
serves to supplement the “Crest 
age” theme by the gay and 
seemingly casual quality of its 
excellent “candid-camera” shot, 

In either of these two cases 
the pictorial technique cou!d 
have been reversed with. | am 
sure, equal success: in f 
question—artist or phot 


ct the 
eet nee 
grapher 


Zz 


NE IDEA TO FINISHED PRODUCTION 


We are going to devote a feature to these two every month. So, at the outset 
we must get one thing clear: the common factor of commercial art and photo- 
graphy is their use for illustrations in advertisements. As such, they are, in a 
sense, competitors for the favours of the art buyer. Naturally, both have their 
places in the scheme of things, and in order that they may live together in this 
feature in peace, we have asked an art buyer—G. A. TOWERS, art director, 
Masius & Fergusson Ltd.—to give a guide on . . . 


How To Choose Between Them 


—is often decided by a reason no 
more tangible than the desire for 
“a change.” 


* . 

Size Of Illustration 

Since the introduction, in 1939, 
of smaller newspapers photo- 
graphic illustration in this 
medium has become a_ very 
chancey business; a search for 
an alternative, yet “realistic,” 
method has popularised enor- 
mously the use of scraper board 
drawings. 

The use of line drawing in 
general has shown a decided up- 
swing in the last few years and 
we now have a much higher 
standard of work and a greater 
range of new techniques ideally 
suited to reduction to small sizes 
ind printing on news-stock. 

Quarter-tone, too, is often used 
as a means of ensuring better 
reproduction for small, half-tone 
subjects. This method, involving 
retouching of an enlarged print 
from a screen negative, tends to 
give a photographic original a 
hard artificial appearance unless 
used with restraint. A suitable 
subject for this treatment might 
be an advertisement for earrings, 
illustrated by a photograph of a 
girl's head, the quarter-tone re- 
touching being concentrated on 
the jewellery. 


The Medium In Which 
It Will Appear 


It is essential that the visualiser 
nd art buyer should study the 
redia list before deciding on the 
victorial technique to be used. 
When the media list is extensive 
neluding national and provincial 
pavers. letterpress and gravure 
magazines, it is often necessary. 
nd indeed desirable. to prenare 
pecial artwork and snecially re- 
touched photogranhs for the 
various types of periodicals: it 


FROM CREAP 


(CLEVE he | pee 


WOW CARDS 


may even prove desirable to 
make wse of both artwork and 
photography. In the glossy 
magazines and gravure papers 
one can be fairly sure of ade- 
quate reproduction of all types 
of artwork and photography; but 
it may be necessary to translate 
any artwork containing subtle 
tonal quality into a more fool- 
proof technique in the news- 
papers. 

Alternatively, it may be decided 
that special campaigns should be 
prepared to suit the various 
printing requirements of the 
media. 

But in the end we come to this: 
the more you cast about to try 
to find rules of thumb, the more 
apparent it becomes that there 
are none. There are limiting 


DIFFERENT.. 
For ber, Acco— the mith chocolate that's diferent 


Painting or photograph? Two 

products in the same field have 

chosen differently. Aero used a 

painting to convey their “differ- 

ent” theme, and the “Crest age” 

is illustrated by the photograph 
of a cheerful teen-ager. 


factors it is true—mainly in the 
methods of reproduction—but 
these restrictions themselves are 
no more than a challenge to the 
creative mind to overcome them. 

Articles in this new feature 
will, among other things, help to 
show what people have actually 
done when faced with problems. 
But to be guided all the time by 
other people’s experience is the 
unadventurous way to perpetual 
mediocrity. Far, far better to 
experiment and make mistakes. 
It is the only way to build up a 
proper sense of judgment. For 
ultimately, judgment jis the only 
thing that enables one to make a 
proper choice. 


88, CHARLOTTE STRERT-LONDON-Wd 
LANGHAM 5351/2 


COLOUR PRINTERS - LONDON AND EBXETEB 
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BY WAY OF ILLUSTRATION 


Some of the excellent examples of what ILFORD H P 3 will do in the 
hands of an expert can be seen in the work of 


BERTRAM FOLLETT 
now being shown at the 
ILFORD GALLERY (Trade Showroom) 
106/107 HIGH HOLBORN, LONDON, W.C.1I. 


This exhibition of advertising and magazine illustration photographs 
will be on view until 14th December, 1951, from 9.30 a.m. to 5.30 p.m. 
on all weekdays excepting Saturdays. 


ILFORD LIMITED ILFORD ' LONDON 
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Sutfaces Photography In Advertising 


' 7 ORAWING BOARDS 
6 to choose from .. . 


Believing that there is need for closer contact between 
=» nota geen a advertisers and the photographers who provide them with 
acum of Ge Commas An Wold, ‘ammunition’ for their advertising broadsides, we have asked 

pg ah ate th et) od ee — 9 JOHN HERON to conduct a monthly forum where the 


twain shall meet. 


N_ exhibition of Bertram the Vogue Studios and generally 


COLYER & SOUTHEY LTD igi Studios and genera 
. . " . . . . 9, « > ce wit 
17°18*TOOK'S COURT: CURSITOR STREET-E-C-4 ee ee oni’ | a ame of Gow ons ier 


ee NS ; > : Clarke and opened the present 
to J cen inthe, professional Studio Five, A iongld dese, o 

: - rever oO 1 oor as 1s 
Galleries in London. Work for pao light source was a when 
4 Benson, Mather & Miles found premises that were 
Crowther, McCann - Erickson, mainly glass-roofed. 


John Tait & Partners, T. Booth Re-popularised in America by : 
Waddicor, and others is on show, Penn, whose work appeared regu- 
s t u d io 4% e Vv e n Of unusual interest are enlarge- larly in Life and other U.S. fashion- 
ments of some serial story illustra-  S¢tting journals, in Britain the vogue 
Limited tions for Woman's Illustrated. for indoor daylight grew largely 
Follett has been experimenting on from Miles’ early successes. 
fiction photo-illustration for 2 or 3 What do you do when the light 


years, and believes that there is 1 8 poor—for example, in ‘pea- 
considerable future in it for photo- | Soupers’?” people ask. Luckily 
graphers of the right temperament. I've yet to experience a day when, 


i he s ive f W. ’s Illus- 4p to 3 p.m., modern fast pan films 
: 47 RED LION STREET - W-C"I fared ‘tells: ‘me ‘that ‘photographs and. British lenses could not 
| TELEPHONE: HOLbore 9357-8 have been chosen in preference to between them produce satisfactory 


drawings for the main serial story Shots, without artificial light boost,” 
because readers find it easier to ‘eplies Miles. | , : 
visualise the characters, and to Technical Note . . . little scurrying 
recognise them, from week to week, Clouds often provide unexp 
in photographs. Readers do not, and interesting lighting effects in the 
pete like fe oeeoune any da en ited en 
° o.8 ° ° character in a photo-illustration as _ _ princi : 
_ Design, Copywriting, Print, Display & Photography | a well-known advertising photo- with fashion work (“Miles _ of 
, 8 r > . y Br Pp y graphic model. se Vogue” is a handle which has 
* “I ‘shoot’ 13 incidents per serial stuck, though it is now some years 
from a carefully prepared ‘script’,” since he photographed as a member 
’ Follett says, “and my main troubles Of the Vogue staff) Miles handles a 
are always the same: finding charac- considerable amount of general 
DESIGN FOR SELLING (crs who have the right types of advertising photography. It was he, 


face and a considerable acting for example, who photographed 


* ability—but who are net well-known Denis Compton for the Brylcreem 
as models; and building up suitable Series, and was entrusted with the 

sets or finding locations.” secret (?) of the model's identity, 

Please contact Group Director, W. Warner Cost of a photographic series of being strictly charged by the agency 


. this type is about the same as the concerned not to answer any “Is it 
ASTRAL ARTS GROUP LIMITED and Associated Companies | Cos: of an ay. qusiemn 


an equal number of paint- 


ings, assuming a top-level creative 
* Xu is “_e in both cases. - * * * 
Tn . z , — . oto-illustration is accepted ir ; 
245 VAUXHALL BRIDGE ROAD, S.W.1 _ Vitoria 5303 (6 lines) | America, but has never really won Dee re 


a footing in this country. Follett yolked egg, or is there some formula 
believes that this field will repay by which he can be cultivated stage 
careful study, provided publishers by stage? If so, what are the essen- 
can be persuaded to be bold enough tia} basic elements of his original 
to experiment. make-up? The thought is prompted 
* * * by the frequency with which one 
hears commercial photographers 

ABOUT 18 months ago George discussing staff problems these days. 
Miles, so long associated with A photographer said recently: “I 


R. P. GOSSOP. 


LIMITED 


Artists Agents e Designers 


36 CARTER LANE 
ST. PAUL’S 
E.C.4 


CENTRAL 6950 TERminus 8770 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


[SIGNS 


aveat oescererios 
SUPPLY + ERECTION + RENOVATION, 
EGINA STUDIOS ‘SIGNS A DISPLAYS) LTD 


77. BOSTON ROAD. HANWELL Ww? 
’ - 


ag i, 
t ibe . 


For “Woman's Illustrated” . . . romance, with unfamiliar faces. Photograph 
by Bertram Follett. 


Agency Enquirves Especially invned 
‘sonal Attention - Sericrest Confidence , 
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mEke ops you 


Probabiy London's largest-ever direct photograph . . .« 
poster for Brylcreem at Waterloo underground station. 
the photographer, Denis Compton, the model. 


have a staff of a dozen . . . mostly 
youngish fellows and girls. Leaving 
aside retouchers and permanceni 
dark-room staff, there are at least 
four youngsters who have frequent 
access to the studio itself. Yet not 
one is really shaping up hopefully, 
despite every encouragement. I find 


SHAKY DO 


Appearance of Austin Reed's 
advertisement featuring a large 
ograph of a man’s overcoat 
ought this reminiscence from 
a photographer who was com- 
missioned to take a series of 
interior pictures when Austin 
Reed’s Regent Street premises 
ag some years ago. ... 
“We arrived with huge cameras 
and miles of wire attached to 
portable lampholders, with which 
my assistants dodged about 
‘spilling’ light into dark cor- 
ners. We could work only in 
the middle of the night because 
the whole building bounced up 
and down when the "buses were 
running during the daytime: 
and that is not helpful, even with 
the 20-minute exposures I was 
giving in those days!” 


them far too ready to steep them- 
selves in complicated formulae and 
book theory, and far too unready to 
put in hard slogging hours in the 
studio itself.”’ 


the 21 ft. photo- 


George Miles is 


Another studio director finds 
youngsters who are commercially 
quite unproductive expecting £4, £5 
and more per week, even during 
their earliest apprenticeship days. A 
third grumbles that youngsters 
straight from art schools and photo- 
graphic courses disdain dark-room 
work and expect to go straight on to 
the No. 1 camera! 


* * * 


A HOARY-HEADED Fleet Street 
photographer was complaining 
recently that all the speculation and 
fun had gone out of photography 
in the last 15 years. Cameras, lenses, 
emulsions, chemicals are all of too 
uniformly high a standard. There 
is no thrill to-day in wondering 
whether you have got the picture, 
and if you have, whether the nega- 
tive will give that punchy ten-by- 
eight for which your client is wait- 
ing. If not, there is only the human 
element to blame. 

The tendency is all towards 
rationalisation and standardisation. 
Another step in this direction is now 
announced by Kodak who in future 
will pack all cut film in minimum 
units of 25 sheets (basically, the 
American and Continental system). 
Reasons—the ever-increasing impor- 
tance of styling British products to 
please overseas customers; ind the 
hope that elimination of miscel- 
laneous non-standard packs will 
bring about economics to offset the 
rising cost of packing materials. 


RESEARCH RESULTS TURNED INTO IDEAS 


(Continued from page 238) 


main line of appeal propounded 
years ago, but was changed in 
illustrations and headlines and 
text fairly frequently. We felt 
that the creative people were 
being asked to perform tricks 
to juggle repeatedly with the basic 
theme, and to produce snappy 
and original ways of conveying 
the same message. They were 
successful in doing so, but had 
this achieved the best sales 
result? 

“When in doubt, get on the 
road!” has become our motto; 
and so we set off on a round of 
interviews with users. We found 
that the original theme still held 
good; but that users themselv:s 
had gone far beyond this, and 
had discovered a new use which 
made the product still more valu- 
able to them—indeed opened up 
quite new sales vistas. 


With this information, we were 
able to produce advertising which 
was appealing, original, and far 
more sales-making than the gym- 
nastics we had previously had to 
rely on. 

In these, and in most of the 
advertising where we are able to 
see what makes the wheels go 
round, principles are the same. 
Far from hindering the creative 
man, research and planning giv: 
him greater opportunities fer 
using his inspiration, more 
material to work on. Instead of 
limiting his inspiration to his own 
experience, he can now add to 
that the experiences of many 
others. 

Research cannot produce ideas; 
but it can provide the advertising 
man with the knowledge that 
induces ideas! 
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AEROGRAPH 
he-opened at Holborn Viaduct : 


& 


NEW | 
SHOWROOMS 


ATLANTIC Le WUE, HOLBORN VIADUCT, LONDON, E.C.I 


AEROGRAPH 


AIR BRUSHES 


The Artist, the Photo- 
grapher and all who use the 
air brush are cordially in- 
vited to inspect the finest 
display of air brush and 
spray finishing equipment 
in Europe 


THE AEROGRAPH CO. LTD., LOWER SYDENHAM, LONDON, 


BEST IN THE WORLD FOR OVER 50 YEARS 


seven days a 
week, fifty-two 


weeks a year 


you can always find the 


printed product of the 
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HE great Sydney Smith once 

said that his idea of heaven 
consisted in eating p&té-de-foie- 
gras to the sound of trumpets. 
My idea of an Election is to see 
the results come through as they 
happen, to 
the taste of 
good ood 
and cham- 
pagne. 

Thanks to 
Lord Cam- 
rose’s magni- 
ficent 
tality — 
jour nalistic 
flair—I was 
one of about 
a couple of 
thousand 
people who 
once again 
enjoyed — this 
experience at 
the Daily 
Telegraph 
Election Reception at the Savoy. 

As a working journalist who has 
to be at his desk at 9 a.m., I had 
decided just to look in for a short 
while. I didn't know my own 
weakness! The whole event was 
far too interesting and enjoyable 
for an early departure. 

Except perhaps at Royal functions 
and State occasions, I cannot 
remerber having seen so many ceie- 
brities. One was constantly bump- 
ing into a radio, stage, or screen 
star (in one of the rooms, 
though I didn’t myself see her, 
Greta Garbo was failing to be 
alone); and notabilities of the law, 
industry, art, and of course politics, 
the ?ress, and advertising were there 
in shoals. From the applause that 
greeted the announcements of Con- 
servatism’s gains from Labour, it 


Viscount Camrose 


256 


Mainly Personal— 


was easy to see the colour of the 
predominant political sympathy. 

_ Altogether a most enjoyable even- 
ing. I hope to be Lord Camrose’s 
guest again at a similar one—but 
not too soon! 


* « * 
NEXT MONDAY there will be a 
pleasant little celebration at the 
Queen’s Hotel, Birmingham. A 
number of his friends have arranged 
a luncheon and presentation for 
William Troman, to mark his com- 
pletion of no less than sixty years 
in advertising. 

This long service is very much in 
the tradition of Mundy, Gilbert & 
Troman, the agency of which he is 
senior partner. Previous senior 
partners. F. Mundy and A. W. 
Gilbert, completed 38 and 54 years’ 
service respectively. 

M.G. & T. claim to be one of the 
oldest agencies in the provinces. | 
imagine that Troman could surprise 
many younger advertising folk if he 
mentioned some of the famous 
national advertisers which he and his 
firm first publicised when they were 
merely small Birmingham or Mid- 
land businesses. 

Active on several local charities, 
Troman has helped to raise more 
than £10,000 for the Birmingham 
Mail Christmas Tree Fund and the 
Forelands Cripple Children’s 
Hospital. 


* * * 


A _ FEW weeks ago, I reported the 
sober news that E. Dacre Lacy had 


PUBLISHED MONTINT 


medium” 


A leading National Advertiser with 


a keen sense of values writes: 


“We have advertised in Racing Review and we 
have been quite satisfied with the results from such 
advertising. Immediately opportunity offers we 
avail ourselves of Racing Review as an advertising 


Our National network brings to you the titled and 
sporting families of the Kingdom and Commonwealth. 


THIS IS YOUR MARKET 


Robert A. Yeomans 


(Advertisement Manager) 
Racing Review, 32 Park Lane, London, W.1 
Tel: Regent 7627 


become Adprint’s publicity mana- 
ger. It is something far odder that 
| have to record about his son, 
Alastair. Although he confesses to 
hardly knowing the back end of a 
horse from the front, Alastair has 
become the patron of society 
founded in Normandy to help small 
breeders of horses, give people the 
riding spirit, and so forth! 

It all arose from the fact that 
Lacy is one of Les Compagnons de 
Guillaume, i.e. can claim descent 
from the followers of the Con- 
queror. 

Like a number of other English- 
men, he went over to Normandy 
recently at the invitation of the 
Mayor of Caen, and had a marvel- 
lous time as guest of the Mayor of 
Lassy, home of his ancestor, [bert 
de Lacy. The horsey invitation has 
followed. 

Like his father, Alastair is a pub- 
licity man. He is with H. W. Carter 
& Co. (the Quosh and Rybena 
people) as assistant to publicity 
manager Denis Embley. 


* * * 


MANY OLDER readers, I know, 
will remember “Freddie” Paul, who, 
in the 1920's, headed a good busi- 
ness as London manager for pro- 
vincial newspapers. The story—and 
the tragedy—of his career is told by 
his son, Leslie Paul, for a time his 
assistant, in his latest book Angry 
Young Man (Faber and Faber, 18s.). 

Freddie was one of the old 
school, a “good mixer” who built up 
a thriving connection by his personal 
contacts, which in those days in- 
volved a good deal of hard drinking. 
But success was short-lived. Within 
two yea he lost both the provincial 
dailies he represented, and five-sixths 
of his income, when these papers 
were amalgamated with rivals. Leslie 
tells, with tolerance and sympathy, 
how his father, lacking the resilience 
to start all over again, went home 
to die, and how Fleet Street friends 
came in scores to the funeral. 

Angry Young Man is a fascinating 
piece of autobiography. Many o 
the author's contemporaries will 
enjoy it, for it will recall the days 
when they, perhaps, were rebels as 
he was, though they, like Leslie, 
may have found that values change 
with the years. 


* * * 


STOCK of W. E. Anders stands 
high this week among his fellow 
members of Liverpool Publicity 
Association, and among a wide 
circle of keen young men and 
women in advertising. The success 
of the week-end course reported 
elsewhere in this issue is largely due 
to his initiative and able organisa- 
tion. 

He tells me that the idea of the 
course originated with the one held 
last year at Lyme Hall by the Mar- 
ket Research Society. He and other 
members of the Liverpool Associa- 
tion Education Committee thought 
they would like to do something 
similar, and Anders, being a zealot, 
found himself with most of the 
work on his hands. He soon found 
that to attract maximum attendance 

to cast his net wide, so con- 
ducted a direct mail campaign to 

A, Diploma Holders and 
students, and others of the younger 
generation, with such good results 
that the accommodation at Burton 
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How to enjoy an elec- 
tion: William Troman 
completes 60 years 
in advertising: The 
tradegy of Freddie 
Paul: Norman blood 
is honoured at last!: 
Good work by W. E. 
Anders. 


By CONTACT 


Manor was taxed to the uttermost. 

Anders heads the advertising 
department of John Morrell & Co. 
He is one of the pioneers of the 
Liverpool Publicity Association, 
formed three years ago, and a lec- 
turer on reproduction at the Liver- 
pool College of Commerce. 


* x * 


OVER the Election period, National 
Savings returned to the Eros site in 
Piccadilly Circus (which it occupied 
during the war), thanks to some 
quick work by Major Walter 


Morris, director of publicity. 

It may be remembered that when 
the God of Love (“high monarch 
over gods and men,” according to 
Euripides) returned to his rightful 
Savings 


home, National used a 


symbolic arrow from his bow in a 
sign over Drew’s, the leather goods 
people. 

Now, hearing that the Eros 
pedestal was being boarded up for 
a few days, Major Morris applied 
for, and obtained, the site for an 
8-poster display. 

The lettered poster, which read 
“You have one vote, but you can 
buy 500 of the new National Savings 
Certificates,” was completed on 
one day. 


WEEKS WISECRACK 


~ 


‘“‘When I told you to take 
any outstanding pieces of 
work home, Carruthers, 
I was not referring to the 
secretarial staff.” 
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Another job well dene by oo 
Produced for the Gillette Industries Limited, this 
dominating display presents the complete range of 
Gillette products in an attractive and forceful manner. 


détor ADVERTISING 


46 BROADMEAD BRISTOL | - TELEPHONE 26817-20460 


4s 


Le How: 


essentials 
are mm Rapid reliable — ann 
an ft tr cpeert You are invited to con a ta . 
below—Terminus 2691—where mediat 
attention a ae - - , ~ 


d comprehensi 
the Stran re. ‘Company handles the job from 


your machine... - 


Many concerns find 
Simply supply the 
idea to finished 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 2691 (4 lines) 
Rathbone /241 
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SPEEDY SERVICE 
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OF GLOUCESTER_4~._ DELIVERY | 
LONDON TEL: TRA 4277 | “DAY-GLO”* PRINTERS 
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Heres what 32 aed ja igen 


means 10 
riser 
meat 


THE UNKNOWN PUBLICATION 


Ms 


THE PUBLICATION WITH FEW SUBSCRIBERS 


No matter what financial 
effort is expended in this 
type of publication, the 
sales pyramid will not 
turn over. 


A slightly better propo- 
sition but you need a 
large financial crowbar 
to achieve a turnover. 


Comes and goes in all 
directions, and the sales 
turnover ceases with the 


leases 

advertising energy which 
results in continuous 
turnover with a mini- 
mum of financial effort. 


THIS IS WHY DISCERNING ADVEFTISERS AND AGENTS USE 


EFFICIENCY MAGAZINE 


KENT KOUSE 87 REGENT STREET LONDON - WI 


A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND NEWS TO MATCH 


EMMOTT & CO. LTD., KING STREET WEST MANCHESTER 3! 
LONDON OFFICE: 21, BEDFORD STREET W.C. 2/ 


@ Most of the really good 
enlargements are made by) WILL KITCHEN JR LID NEWSPAPER AND 


The Autor C Ltd, Brownlow 
aaa. eALing 2091-253 | 9p 
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PRESS PLANS AND 
PROSPECTS—continued 


Christmas Scheme 
For B.B.C. Paper 


B.B.C. Publications announce a 
Christmas Gift Scheme to introduce 
London Calling to local customers 
who would like to have it sent _to 
relatives and friends overseas. The 
scheme will be backed by window 
bills and order form leaflets. The 
trade is being tempted by a liberal 
discount ee 

* * 


The Kincmatograph Weekly P. 
providing what is believed to be th 
most exhaustive public relations pnd 
vice given an industry by a trade 
paper. It conducted an inquiry 
among all election candidates in 
order both to brief them on the 
industry's point of view about 
entertainment tax and other trade 
problems, and to find out the can- 
didates’ views. 

* + * 
Christmas number of Amateur 
ine World will be published on 

November 15. The selling price 
will be increased to Is. 6d. for this 
issue which will contain 160 pages, 
including a supplement on art 
paper in two colours. 

* * * 
Mechanical World and Engineer- 

ing Record will change from 
weekly to monthly publication on 
January 1. The size will be in- 
creased and art paper used. The 
editorial content will continue to 
be aimed at technical men who are 
interested in and responsible for 
the design and production of 
machinery, plant, equipment and 
appliances for engineering and 
- industrics. Selling price will 
= ; full page advertisement rate 

* * * 

This week's issue of Woman 
includes an exclusive Rimmel lip- 
stick and eye shadow offer for their 
readers who can buy the two for 
1s. 3d. The issue is backed by ad- 
vertising which includes a full page 
ad. in Illustrated. 

n * * 
Woman’s Own is running a £500 

competition in which readers have 
to choose the film stars they would 
like to take the parts in a short 
story published by Women's Own. 
Publicity includes a full-page adver- 
tisement in the Daily Graphic. 

* * * 

The Institute of Marine Engin 
has established its own advertise 
ment department which, with 
from the January 1952 issue 
handle all advertising in its mont! 
journal Transactions of the Institute 
of Marine Engineers. ©. J. Raw- 


lings, until recently senior advertise- | 


ment representative of Gale & 
Polden Ltd., will be in charg 
Until the end of ( 
remain the responsibility of T. G 
Scott & Son Lid. 
*~ * ~ 

Colin Turner (London) Ltd. have 
been appointed to publish and edit 
the new official journal of the Asso 
ciation of British Malaya, 
called Malaya. The journal, which 
will appear on the first of each 
month, will 
January. It will be on sale at 
bookstalls in this country, and also 
circulate in Malaya, Singapore, 
Sarawak, North Borneo, Brune: and 
Labuan. Ad rates: £14 4 page 
(ordinary); £16 (facing matter), 
Colin Turner is editor. 


Cut-out Letters « Signs 


SIGNS OF ALL KINDS 
J. D. SIGNS 


IVES STREET, CHELSEA, s.w-3 
Tel. KENsington 5096 


GLASSWRITING, EXHIBITION AND 
GENERAL SIGNWORK 


display 
lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16” -8” 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W.!! 
Tel. PARK 9431 


Exhibitions « Displays 


Transfer Mftrs. 


TRANSFERS 


for all purposes 


Shop Window and Trans- 
port Vehicle Advertising. 
Brand Marking Products, etc 


ASSOCIATED 


- 
| TRANSFERS 
Soule LTD 


the year ads. | 


to be | 


begin publication in 


Famous for 
UNBLEACHED ARNOLD DRAWING 


RUSSELL FLINT WATER COLOUR 
HAND MADE PAPER & BOARDS « 


ARWOLD & FOSTER LTD EYMSFORD PILL KEnT 


BRUSHES 
for Lettering, Design and a apery & 
pure Koli: et Sable, Squirrel and > 
hair. Finest quality, handmade at trade 
prices, direct from manufacturer. 
Free lists and details from 

ROSS, BRAZIER & CO. 

23 Widegate Street, Bishopsgate, E.! 
"Phone BIS 8960 


DISPLAY ANnob 
EXHIBITIONS LTD. 


167-171 QUEENSWAY, W.2 
Phone : BAYswater 2291-2 


EXHIBITIONS STANDS 
AND DISPLAYS 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


EXPERT 
PACKING 
PAYS 


Collation, Packing and Despatch 
We offer a prompt and efficient 


E. CHRISTIAN & CO. LTD. 
10a De Beauvoir Sq., London, N.I 
Clissold 3463 


COOK’S 


RBOBINSON 
STUDICS, LINITED 
72a Plough Rd., Battersea, S.W.Il 

Tel. Nos. Battersea 5300 & 4886 


Commercial Artists 


Have You Seen 
** SCREENASCOPE”’? 


CRANE AUTOMATIC CO. LTD. 
Makers of Illuminated Signs 

Hong Kong Works, Exhibition Grounds 

Wembley, Middlesex. WEMbiey 5997 


79/60 Slaney St 
Birmingham, 4 


( newuan 
Tiagis 
Pusueiyy 


HE 


Central 1345 


TOR ART AGC 


FREE LANCE | ARTISTS 


| FURNIVAL STREET, LONDON, E.C4 
HOLborn 6841 CHAncery 3506 


FASHION 
ARTIST 
LADIES ... CHILDREN .. . 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 


Enquiries to 
Statistical Department 
HOMEX PUBLICITY 

11 Old Bond St., London, W.1 


ARC: 6076 


Consult... 
KIRKSTUDIO 
24, HOLBORN, LONDON, E.C/ 

CHANCERY 4713 


Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 

potential customers 

SHENTON SERIES 
Offe: with - 
pmo nde Write for oe 
Catalogue or ask our repre- 
sentative to call. 

We are actual manufacturers 
GALE MELVILLE LIMITED 


67/73 MARLBOROUGH GROVE, OLD KENT 
ROAD, S.E.1. Tel. BER 4187 (2 lines) 
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General Printers 


Our 
Business 
is to make a 


Send us 
your trade printing 


F. W. WHITE & CO. 


Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1 - HOL 9431 


Printed with your trade advertisement. 
First class subjects such as Glamour 
Girls, Landscapes, Seascapes, Dogs, 
Pastoral and domestic pictures. 
Commercial Bold Figure _ series, 
Diaries. Prompt contacts please. 
Catalogue showing reproductions in 
colour from CHEVERTON & 
LAIDLER Ltd. Chevier Works, 
Princes Risborough, (41), Bucks. 
Phone: Princes Risboro 487 


(642-1951 


FOR SPECIAL 
PACKINGS 


Price (or Deposit) and Weekly (or 
Monthly) payments. Sold Through 


Pexurnrvions® 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


DAYLIGHT 
Fluorescent Colours 


GRUNBAUM 


. 
SHOWCARDS 


DISPLAYS 


* 
SILK SCREEN 
PRINTING 


+ 
CEN. 4535 


Miscellaneous 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


Screen Printing 
W. C. RAYMENT 


AND COMPANY 
RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 
e 
Telephone ARCHWAY 252! »@ 


Silk Screen Materials 


ON ART SERVICE 


OCRAPHIC\LTO 


of Chancery F vienmcionget Mpeg OP | 


| COMMERCIAL‘ ADVERTISING | 
PHOTOGRAPHERS 


MATTACOL 
DISPLAY PRINTS 
Sapwsrss 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 


ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY air 6768-9 


NORTHERN AREA 
R. DIXON, 5 Hillingdon Ra. 
Stretford, Manchester 


Hes or ae 
Advertising « Industrial + Editorial 
and Colour Photography 


A. C. K. WARE 


(PHOTOGRAPHS) LTD. 
Metropolitan 9836 
Pomeroy House, Basinghal! St., London, E.C.2 

(oo carer cman 


Whether it’s merely a job of 


duplicating 
by stencil, or Cerys pro- 
cess; eve batch oo} 
envelopes that Seas 


addressing 


from lists supplied by you or 
Prepared by us; and if the job 
of making-up, enclosing and 


mailing 


is one Office staff could 
well be pared why not phone 


Fermaprint 
17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.!. Vic 8258 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport Tel. STO 3375 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 


THE $.D. SYNDICATE LTD. 

4-6 EARL ST., FINSBURY, LONDON, E.C.2. 
elephones | T : 

pisnbpscate eSsocecDe, 
a iso 


BRASS BLOCKS & DIES 


Brass blocks for Foi! blocking on 
ecard or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Stee! dies for metal 
by & AYCKBOURN 

4 CLERKENWELL GREEN, E.C.! 
aseus Est. 38 years 


, Stockholm : 
| Zurich. 
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Legal and 
Gazette 
USE OF THE WORD ‘VOGUE’ 


Counsel for plaimiffs in an action by 
Condé Nast Publications Lid., against 
Susan Smith, Premier Styles, Lid., and 
aoe Fashions, -. announced in the 

Chancery Division that the parties had 
come to terms. 

Mr. A. Smith, he said, ould be 
added as a defendant. The action related 
to the use of the word “Vogue,” and, by 
consent, the motion would be “reated as 
trial of the action. Defendants would 
undertake to place in the windows of 
their shops, or in any shop controlied by 
them, a statement that they had no con- 

“Vogue.”’ or with 
They would also 
Stating the 


His lordship made an order as agreed. 


INTENDED DIVIDENDS 


Donato McCasKILL, carrying on busi- 
ness under the style of Park Press, at 238 
Cannock Road, Wolverhompion, Staffs. 
kk *, Industrial Buildings, Lint House 

inesficid, general printer. No 
1 of ‘1988 Claims November 6 to Alfred 
Maseficld Baker, 12 Waterloo Road, 
Wolverhampton, Staffs. 

Grorce THomas KE, 110 Black~- 
heath . Kem, printer 
and billposter. No Claims 
November 2 to Cyril Thomas Newman, 
3 Central Buildings. Matthew Parker 
Street, Westminster, S.W.1 


BANKRUPTCY PROCEEDINGS 

Josep ANTHONY BuRROws, lately 
trading as J.B. Publications (a firm), at 
55-7. London Road, Manchester, 1, 
wholesale booksellers. Public examina- 
tion December 6 at Bankruptcy Build- 
ings, Carey Street, London, W 


E.sie Gretrupe BEAUMONT (widow) 


—"* 
Public examination Decem' 
s The County Court House, Fishtlands. 


tere anad ORDER 
A. E Apvenae, 2 
Gloucester &...! London formerly 
18 Charing Cross Road, Vy Ww.c.2 
Winding-up Order October 15 


DISSOLUTION OF PARTNERSHIP 
Bert Bacue, Sipwey Davip Bacue and 
Ernest Gorpon, trading as Gordon & 
Co.. 110 Stourbridge Road, Lye, S'our- 
July 31 (dated Septem 
All debts by Ernest 
who will continue. 


WILLS 

Epcar THORNTON NorTHenn, of = 
Bole Hill Road, Shefficld, a fae 
the printing firm of J. W. Northe nd Ltd 
West Street. Sheffield, left £14,123 11s. 4d. 
gross, £14,029 9%. Id. net. (Duty paid 
£1,064). 

ALFRED THOMAS Piper, B Bag Wilson 
Road, Shefficid, ma he Sheffield 
branch of Spicers Ltd., left a. 359 6s. Sd 
gross, £1,264 19s. 5d 


OF ADDRESS 
~ LA Thompsos to 459a Finchicy 
eae Ltd., to 8 ton 
Road. Eastbourn a 
Kirkstudio Lid, to 24 Holborn, E.C.1. 
& o., Led, ~~ 
to, Salisbury Square House 


Road, 
Al 


Crossley 
practitioners, 


CONTINENTAL FILMS 
Gerard Holdsworth Ltd. have 
been appointed British representa- 
tives of the following Continental 
advertising film contractors : 
Belgique Cine Publicité, Brussels ; 
Gutenherghus Reklame 
Copenhagen ; William 
Werbung, Hamburg; N.V. Cefima- 
Film, Amsterdam: A.B. Starfilm 
and Central-Film, 


Two Join B.E.T.R.O. 


Burnhouse Animal Products Ltd.. 


| of Lisburn, N. Ireland, and Middle 


East Mercantile Corporation, 
London, have joined the British 
Export Trade Research Organisa- 
tion. 
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NEWS CHRONICLE ELECTION 
SERVICE TOPS THE POLL 


On the Friday morning after polling day, newspaper 
history was made as a helicopter took off from 
Northolt rushing a special election edition of the 

“News Chronicle” to the Birmingham area. It 
contained the over-night results. 


The Lord Mayor of Birmingham, Alderman 
R. Cyril Yates commented “I was very impressed 
with the enterprise that brought my copy of 
the News Chronicle this way”’. 


=e Later the same day, as the final picture of the vote 

. 7 became clearer, the ‘‘News Chronicle”’ Gallup Poll 
was found to have achieved its third successive © 
general election triumph. It was once again, as the 
figures opposite show, the most accurate of all the 
public opinion surveys. It also set the seal on Fleet 
7 i Street’s finest election service, highlights of which 
a are illustrated in these two pages. 


GALLUP POLLS ON IMPORTANT ISSUES 
APPEAR REGULARLY AND EXCLUSIVELY IN 
THE NEWS CHRONICLE. 
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GALLUP POLL IS 
BEST AGAIN 


By DR. HENRY DURANT 
{Director of the British Institute of Public Opinion] 


HE News Chronicle Gallup Poll has 

triumphed again. 

Its forecast of the percentage vote for each party 
came closer than any other public opinion survey and 
within an average of one per cent. of the actual result 
(with six-declarations still to come). For the third 
successive British General Election the Gallup Poll has 
proved extremely accurate. 

The last Gallup survey, published in the News 
Chronicle on Thursday, recorded the state of the parties 
as it stood two days before polling day. It specifically 
warned readers that Labour’s remarkable recovery might 
continue over the next 48 hours. 

That is precisely what happened and had allowance 
been made for it the forecast would have been still closer 
to the actual result. 

Here are the actual percentage votes compared with 
the News Chronicle Gallup forecast and two other public 
opinion surveys published by national newspapers. 

News Chronicle Daily Daily 
ACTUAL Gallup Express 
48.0 49.5 50.0 
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THAT the Daily Telegraph London 
information bureau received 10,009 
inquiries while the election results 
were being announced. 

* * * 
THAT 76.679 attended the Dairy 
Show at Olympia compared with 
96,867 last year. 

* * * 
THAT Brian Johnston, B.B.C. 
interviewer, chose a Watney house, 
“The Queen of England,” Gold- 
hawk Road, Shepherds Bush. fo 


his “Let’s go somewhere” featur-, 
in last Saturday's “In Town 
Tonight.” 

* * + 


THAT Ruth Nicholls, wife of 
Alan J. Nicholls. managing direc- 
tor, Key Directories, Ltd., and 
director, Key Publicity, has given 
birth to a daughter, Jennifer 
Caroline. 

* + - 


THAT it pays to advertise is the 
theme of an article on the growth 
and development of Trapinex Ltd.. 
in the current issue of Future, 
Managing director is Publicity Club 
of London member, F. W. Burgess. 
* na * 
THAT Romulus” Films have 
engaged Mullally & Warner Ltd. 
(films division) to handle the Press 
representation of “Treasure Hunt,’ 
which goes into production on 
November 12. 


THAT on Friday the staff of 
Croner Publications Litd., were 
uests of the directors at the 


hitehall Theatre, followed by a 
dinner at the Comedy Restaurant. 
This was to celebrate the 3,000th 
subscriber to Croner’s Reference 
Book for Shippers. 

* + * 
THAT J. T. Robson & Son Ltd. 
have been oy British repre- 
sentatives of South Africa’s Homes 
and Gardens magazine which is 


published in associaticn with iw 
Rhodesia Farmer. 
* . * 


THAT the Modern Homes Exhibi- 
tion, sponsored by the Corporation 
of Glasgow, which ended at the 
Kelvin Hall, on Saturday, had a 
total attendance of 406,913 during 
its 34 weeks’ run. 
* * * 

THAT Alfred Pemberton Ltd. have 
booked space and are designing 
stands for the 1952 Hotel and 
Catering Exhibition at Olympia for 
Watney, Combe, Reid & Co., Ltd 
and Automaticket_ Ltd. 


THAT Spratt’s Patent Ltd. have 
organised a £300 bird seed window 
display competition. 

* * - 


THAT Bridlington is to allocate 
£1,200 for Press advertising next 
year, because * ‘it produces the ‘best 
results.” This year over 10,000 in- 
quiries resulted from Press ads. 


Bestobell Trade Mark 
Plaque in high-relief 
Pytram Laminated Paper. 


25 in. diameter. 


Anexcellent example of Pytram 


for permanent publicity. 


Send today for your copy of the Pytram 


folder on advertising models 


pan AN for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR 


\OAD, NEW MALDEN, SURREY 
TELEPHONE MALDEN 3225/7 


THAT after the Motor Show had 
closed at Earls Court last Saturday 
night thieves broke into the Autocar 
stand and stole many pounds wortn 
of diaries and motoring books 
belonging to Associated Iliffe Press. 
- * ” 
THAT G. Carter, advertising man- 
ager of George Lee & Sons Ltd., 
manufacturers of Target knitting 
wool, organised a fashion parade 
for the firm at Bradford, during 
Wool Fashion week. 
~ * * 
THAT soning on an anti-Dalton 
Gere issued by East Ham Cham- 
r of Trade and Commerce is 
“Not to buy is ‘Daltonising.’ How 
foolish, with prices rising! Buy 


now.” 

* * * 
THAT a campaign is now in pro- 
gress to make Canadians “more 
cheese conscious.’ 

* *~ * 


THAT Lady Mountbatten sampled 
Ribena on H. W. Carter & Co.'s 
stand at the Nursing Exhibition. 
- * * 

THAT a Loheat milk cooling plant 
at the Utrecht Fair was exhibited by 
Group Marketing (Overseas) Ltd. 
in conjunction with N. V. Latumebo. 


~ * * 
THAT Mills & Rockleys Ltd. have 
acquired the poster contractors’ 


business at Long Sutton (Lincoln- 
shire). Their branch office at Diss 
(Norfolk) has been closed. 

- * * 
THAT W. S. Crawford Ltd. dart$ 
team beat West End Engraving 2—1 
at the Crown and Anchor, Wine 
Office Court. 
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Hundreds of visitors to the Motor 

ow were atiracted to the Pirelli 

stand by this tyre revolving on a 

raised circular plinth without any 

apparent mechanical or human 
assistance. 


ADVERTISING 
DIARY 


Friday, Nov poe 
Pusat iY Civ! Leeps. 
Ladies’ night Fowetaye 5 
7.30 p.m. 
Pusiiciry CLUB OF SHEFFIELD. 
Scou on “Advertising 
through the eyes of a newspa 


publisher.” Grand Hotcl. 12.45 p.m, 
East ANGLIAN PusLicity CLUB 
dinner. Ipswich. 


Monday, November 5. 
Pusticiry CLus OF 
Mark Chapman-Walker on “‘Elec- 
tion publichy.” Waldorf Hotel. 


Tuesday, N 

Berks PUBLICITY 
Cius. Educational —. Oasis 
Cafe. Reading, 7.15 p. 

ASSOCIATION OF ADVERTISERS IN 
IkeELAND luncheon. Metropole, 
Dublin, 1 p:m. 

REGENT ADVERTISING Cius. 
Saxon Mills on “Copy” (educational 
lecture). 

Wednevday, November 7. 

REGENT ADVEXTISING <a 

Debate between George Schai 


Collin Brooks, Saxon Mills and 
Reginald Purdell Donald 
McCullough, chairman. Royal 
Society of Arts Hall. 6.15 p.m 
ERKS AND BUCKS PUBLICITY 
CLus. . Lyons on “Public 
relations and industry.” White 


Hart Hotel, Reading. 7.30 p.m. 


MacDonald. 


King Edward 


Resaurant. 
Braprorp Pusticiry Assocta- 
TION Speaker : Margaret K 


Havinden on “* American v. the 
British approach to women 

1 amg 

ember 9. 

AND District Pus- 
LICITY ASSOCIATION luncheon mect- 
ing. Geo. G. Kirkpatrick on “Soap 
and social history.” 

Pusticiry Cius OF SHEFFIELD. 
Publicity _ Ball. Royal Victoria 


Hotel. 7.30 p.m. 
Monday, November 12. 
Pusiictty Civs or _ LEEDs. 
rs. Beatrice Warde on “Good 
and bad typography.” 
INSTITUTE OF _ PACKAGING 
(Northern area). T. F. Boyle and 
A. F. Much on “Development of 
a package for a Product.” 
Manchester. 
Tuesday, November 13. 
REGENT ADVERTISING CLUR. 
Frank Oppenheimer on “Litho.” 


oe bent 
Wednesday, ember 14. 
pn CLus oF OXxForD. 
E. M. Hugh-Jones on “Advertising 
“8 a un'versity course Black 
Hall. 6.30 p.m. 


wember 15. 
Pusticiry CLUB OF NEWCASTLE 
luncheon. Speaker: Trevor 
Fenwick. 1 p.m. 
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CURRENT 


‘Keep Britain Clean’ Drive 


The National Federation of Dyers 
and Cleaners have launched a cam- 
paign to encourage people to “Keep 
Britain Clean.’ Reginald Mount, 
designer of the C.O.L. “Keep Britain 
Tidy” poster and sticker, has 
designed a poster for this scheme. 

The campaign opens on Monday 
when the poster will appear in dry 
cleaners’ windows and on vans 
throughout the country from as far 
north as Aberdeenshire to the 
Channel Islands in the south. 

The poster—measuring 18 in. x 
13 in.—has been silk screened and 
distributed by Art Display Services. 
Firm responsible for the design is 
Artist Partners Ltd. 

* 7. 


* 
£70,000 For C.D. 
Publicity 


Over £45,000 on Press advertising 
and £25,000 on posters is being 
spent on a new Civil Defence and 
allied services recruiting campaign 
which—as reported exclusively last 
week in ADVERTISER'S WEEKLY— 
opened in the national Press on 
Sunday. 

Previous campaigns have dealt 
with Civil Defence as a whole. The 
new scheme is sectionalised covering 
Civil Defence Corps, the Auxiliary 
Fire Service, National Hospital 
Reserve, and Special Constabulary. 


Press advertisements feature 
people who have joined Civil 
Defence, showing why they did so 


and emphasising that training takes 
up very little time. 

In addition to the national Press 
over 300 provincial papers are being 
used and already 150 local authori- 
ties have applied for stereos for 
local Press advertising. Everetts 
Ltd. handle the Press side, of the 
campaign and Saward, Biker & 
Co., Ltd. the poster section. 
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Real life characters typical of mem- 

bers of the Civil Defence and allied 

services are being featured in the 

new Civil Defence recruiting ads. 
* * * 


PUBLIC RELATIONS ACCOUNT 
Voice & Vision Ltd. have been 


re-appointed public relations ad- 
visers to the Italian Alp ski-ing 
resort of Sestriere. The 1951/52 


P.R. campaign will include posters 
at railway stations and window dis- 
plays at travel agents 


ADVERTISING 


ACCOUNTS MOVING 


‘FAMILY DOCTOR’ 


ADVERTISING 
Graham & Gillies Ltd. will no 
longer handle the advertising for 
the British Medical Association’s 
“Family Doctor” e as 
from November 16. No final 
decision has been reached by the 
B.M.A. regarding the handling of 
future “Family Doctor” publicity. 
LPP LPO EOI 

Cereal To Change 
Agent 
Weetabix, one of the biggest 
cereal accounts, will be handled by 
Godbolds Ltd. as from next Feb- 


ruary. Campaign details are not 
yet available. 
* ~ 


* 

S. C. Peacock Ltd. (Liverpool) 
will be responsible for the advertis- 
ing of The Textile Paper Tube Co., 
Ltd., and C. W.-Coates & 

Lid. as from November 1. 
* ” * 


The Manchester office of Gee 
Advertising Ltd. is taking over the 
advertising of Schofields (Oldham) 
Ltd., makers and retailers of 
watioraage and pu oe goods. 


Napper, Stinton, Woolley 
will take over the a 
Nichol Beauty Products ‘at 
makers of Nichol cold wave, as 
from January 1. Advertising will 
initially be confined to the trade 
Press. 

* * 


NEW ACCOUNTS 
Purma Cameras 


“The fastest camera at anywhere 
near the price” is the slogan being 
used by Purma Cameras Ltd. to 
introduce their new Purma Plus. 
Unusual feature of the camera is 
that the speeds are selected by the 

ition in which the camera is 
eld. It has two external controls 
only—film wind and shutter release 
—~and is being offered at twelve 
guineas with a three co sarantee. 

Hardyce — been 
appointed to —Ay a extensive 
advertising campaign. Large spaces 
are being taken in national dailies 
and Sundays, photographic papers, 
and weekly magazines including full 
page in Punch and half pages in 
Picture Post, John Bull and 
Illustrated. Point of sale material 
is also + sas Gusanel. 


New clients for Sommerville & 
Milne Ltd. include: R. . 
Elgin (Thomson's cod liver oil 
cream); Clyde Nail Co., Ltd: 
James Pringle Ltd. (spinners and 
weavers) : Scottish Clerks Associa- 
tion; “Surefoot” ‘super non-skid 
soles; Smail, Sons & Co., Ltd. 
(“Stag” jointing pastes); and Alex. 
Pirie & Sons Ltd. (golf club manu- 
facturers). 

* 7. . 


New client for S. C. Peacock 
Ltd. (London) is Electronic and 
X-Ray Asotestions  . 


Advertising for D. 


Ballantyne 
Brothers & Co., Ltd., 


and the 


ADVERTISER'S WEEKLY 


Gay colours are a feature of the striking poster put out by the National 


Federation of Dyers and Cleaners for their * 


‘Keep Britain Clean" campaign. 


Ballantyne Sportswear Co., Ltd., 


will be handled by Scott-Turner & 
Associates as from Novem- 
ber 1. 


* * 

The Winter Thomas Co., Ltd., 
will be placing for three new tech- 
nical accounts in the New Year. 
These are Calders Ltd., timber 
specialists, Carr Fastener re o., Ltd., 


makers of Dot eens, and 
Stapleford, Nottingham and Warsop 
Power Tools Ltd. 

* * * 
Taylor Advertising Ltd. have 
been appointed agents for the 


Mechanical Developments Division 
of William Moss & Sons Ltd., 
makers of The Beanstalk 
hydraulic working platform. 

* * - 

Rathbone Publicity Lid. are to 

handle advertising for Pitter Gauge 
& om yee Tool Co., Ltd., makers 
of high precision measurin uip- 
ment, Kovertising is p— hea 
trade and technical P,2ss. 

~ 


NEW_ CAMPAIGNS 


Pond's tissue hankies are now -. 
sale for the first time since 
the war. They are bein distributed 
to chemists and large departmental 
stores throughout the country. An 
advertising’ campaign started last 
week in the national dailies. The 
J. Walter Thompson Co., Ltd., are 
the agents. 
* * * 


William aes 3 Sons Lid., 
makers of roofing materials have 
booked space in architectural and 


building papers. Class a 
will be used for Highland Queen 
Scotch whisky during 1952. Both 


accounts are with T. B. 
Ltd. 


. * 

National dailies and women's 
magazines will be used for a Christ- 
=< ~~ a, Jean Sorell Ltd. 

& Co., Ltd., are the 
ae 
* * 

Tieing up with the extension of 
the B.B.C. television service to the 
north, Browns of Newcastle have 
launched a local campaign through 

Ss. Cosatere ise 


From now until the end of the 
year the Smiths English Clocks Ltd. 
advertising will be increased. New 


Smiths Press advertisements are 
humorously illustrated by Ronald 
Searle. ational dailies, Sundays, 


London evenings, provincials and 
magazines will continue to be wu 

The Pinger minute timer will be 
advertised as a gift line and a new 


lowe of prope, amd e's stil piling mp the pints on hha bead a 
UB's bow and largest Ginnie Mer bad bp terme tee Se 
ee ee 
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GaTH FORD TAFLOW SUCER 
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The Champ 


A personal touch is used by A. S. 
Jenkinson, caravan distributor, in 
advertisements appearing in national 
papers, motoring, caravan and 
otuwer magazines. Cartvonist 
Starke depicts Jenkinson (as above) 
in various guises as a champion of 
caravan dwellers throughout the 
series. Reid Walker Advertising 
Ltd. handle the campaign. Jenkinson 
was founder of the Caravan Resi- 
denis’ Association whose object is 
to help caravan dwellers, unable to 
get homes, to obtain security of 
tenure on sites for their caravans. 
advertisement is 


appear in 
women's magazines. “Scientific Pub- 
licity Ltd. are the agents. 

- 


* * 


, Alfred Pemberton ase oe hand- 

ing a new campaign for Watney, 

Combe, Reid & Co., Lid., in pro- 

vincial papers in country districts. 
* 7. * 


Radiation Ltd.'s New World 
domestic gas cookers, it is estimated. 
have now been used by two million 
housewives over a period reaching 
back to 1923. November advertising 
in Coke and Gas will draw attention 
to the fact that most of these 
women are mothers, many grand- 


mothers, and some even great- 
rs randmothers. Agents, Alfred 
emberton Ltd., are also running 


a campaign for New World 1840 
gas cooker with a series of adver- 
a og in or 
* 

lead for Seedieieen Lang & 
Co., Ltd., in Ss publications, 
weeklies and provincial weekly and 
— papers, are being taken 


A Co., 
itd. (Manchester). 
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Quick Facts 


about Harris and Sheldon 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake anything 
from a single counter display to a complete exhibition. 


' 


e 
Exhibition Stands 
Es Exhibition Contracting. Design and fabri- 
cation. A Harris and Sheldon Stand 
@ _ identifies a product as one of quality. 


Three dimensional Display 
Dealers’ Display Aids. Counter Display 
Stands. Scenic Display for Window Back- 
@ = grounds. Contract Window Dressing. 


Display Figures 
co Life size and miniature, in plaster, papier 
«* mache, rubber, ete. Corsetry and Under- 


wear figures, Advertising figures and 
@ = Trade Marks. 


Harris and Sheidon Ltd. 

WOODGATE, LOUGHBOROUG}! 4% GREAT MARLBOROUGH ST. 

LEICS. Loughborough 349! LONDON, W.! GERrard 8955-6-7 
and at Birmingham “anchester and Glasgow 


LG.B. 


A_new Biro roof card makes its appearance on London underground to-day 
(Thursday). The background colour is deep turquoise and the card has 
been silk screened in eight colours by Lincoin’s Inn Press Ltd. Design is 
by W. M. de Majo and it has been placed by Biro’s agents C. J. Lytle Ltd. 


OBITUARY 
Sir H. Grotrian 


Sir Herbert Brent Grotrian, K.C., 
who was Recorder for Scarborough 
for 25 years, died at his home at 
Knolls, Leighton Buzzard, on 
Sunday, aged 81. 

Sir Herbert was a Yorkshireman, 
whose family had close associations 
with Yorkshire in politics, the 
newspaper industry, and in the law. 

His father, Frederick Brent 
Grotrian, was proprietor of the 
Hull Daily Mail and associated 
papers His newspaper interests 
widened with the passing years, and 
he became chairman of Provincial 
Newspapers Ltd. and the Argus 
Press Ltd., a position he held until 
his retirement owing to failing 

alth. some two years ago. The 
late Jack Akerman and he worked 
in close association and enthusiastic- 
ally for many years to place Pro- 
vincial Newspapers Ltd. on the 
sound and solid foundation on 
which they stand to-day. 


H. E. Watson 


Herbert Edward Watson, formerly 
manager and director of he 
Statesman of Calcutta and Delhi. 
has died after a short illness, aged 
75 years. Belonging to a well-known 
journalistic family, he was a brother 
of Sir Alfred Watson, one-time 
editor of the Westminsier Gazette 
and The Statesman, and of Arthur 
E. Watson, who retired from the 
managing editorship of the Daily 
Telegraph a year ago. 

He went out to Calcutta as the 
Statesman’s chief engineer in 1906 
and was responsible for erecting the 
first rotary press to be installed in a 
newspaper office in the East. 

In 1919 he was appointed man- 
ager and showed his versatility by 
the manner in which he grapplea 
with problems of advertising, circu- 
lation and newsprint supplies at a 
time when competition between the 
leading Indian newspapers was 
growing every year. 


H. Hales Dutton 


H. Hales Dutton, P.R.O. to the 
Wholesale Textile Association, died 
on Wednesday of last week. 

Mr. Dutton, who succeeded F. 
Murray Milne as P.R.O. in June of 
this year, came to the Association 
from the Institution of British 
Launderers. 

For ten years he had been pub- 
licity and advertising manager with 
the G-B equipments group of com- 
panies, and before that had held a 
similar post with the Radio Cor- 
poration of America. ns 

During the war he acted as joint 
Press officer for special assi t 


A Radio A Week 


A radio set is to be given each 
week by Currys Ltd. in a competi- 
tion they are sponsoring on Radio 
Luxembourg. The competition will 

part of a new weekly programme 
which starts on Sunday evening in 
which American band leader Artie 
Shaw presents “My Record 
Album.” Each week three or four 
records will be played and contest- 
ants have to choose what they 
consider to be the best record and 
write in twenty-five words the reason 
for preference. 


. o 

Printing On Metal 
_ The three main methods of print- 
ing on both metal and paper—re- 
lief, intaglio and planographic— 
were discussed by J. F. Milner of 
the Metal Box Co. Ltd. when he 
addressed a meeting of the British 
Typographers Guild on “Metal 
Decoration and Printing” last week. 

He described the procedure for 
making and adapting copy and the 
work at different stages was exhi- 
bited. Also on display were printed 
sheets and made-up containers pro- 
duced by the Metal Box Co. Ltd. 


. J 
Sign Switch 

A huge advertisement on the 
Albert Road _ Bridge, Middles- 
brough, reading “Ferodo Brake 
Linings Make Motoring Safer,” 
was altered one night before 
election polling day by some person 
unknown, to read: 

TORies mAKE LIVING SAFER 

The remaining letters of the 
original sign are missing. 

A. W. Newton Ltd., the agents, 
State that the sign is so large that, 
normally, scaffolding has to be 
used on it. 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 


PADDINGTON 
ADVERTISING 
COMPANY 


during Lord Beaverbrook’s ‘term of 
office at the Ministry of Supply. 


OO'mCTOm 
37 SPRING STREET W.2. 
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Publications News and Notes 


‘R.A.F. Review’s’ 
World Scoop 


The November issue of The 
Royal Air Force Review claims a 
world scoop for its leading story 
“The First Canberra Squadron” by 
lan Mackersey, who made aviation 
Press history by being the first 
newsman in the world to fly in a 
Canberra. 

~ * * 
In the November issue of Per- 


sonnel Mana: 

Industrial Equipment, J. 

Knowles, administrative director of 

T. Wall & Son Ltd., reports on a 

long course in advanced business 

— — which he recently com- 
lete Harvard University, 

— Mr. Knowles was 
the only Briton in a course of 140 
senior executives. 

* * * 

The Daily Herald’s Brass Band 
Festival and contest at the Albert 
Hall, London, on Saturday was a 
complete “sell-out.” The Lord 
Mayor of London, Sir Denys 
Lowson, presented prizes to win- 
ning bands and commended the 
Herald for its enterprise in sponsor- 
ing the event. 

~ * *K 

Since May, 37 new —— 

have booked space in The Lady 
* 1% * 

From the November 3 issue, 
Psychic News, the spiritualist news- 
paper, changes its size. Instead of 
12 pages of 5 columns 13 in. deep, 
there will be 8 pages of 6 columns, 
16} in. deep, which will contain the 
Same amoum of matter. Column 
width remains 2 in. Advertisement 
rate remains unchanged. 

Oo * * 

Factory Equipment News, the 
newspaper-style industrial equip- 
ment monthly is increased to 20 
pages with the November issuc, 
which introduces a two-colour ad- 
vertisement on the front page. This 
journal started two years ago as a 
a issue carrying two columns 

—— 
* 

“So ae want to be a salesman” 
is the title of an article by Jack Cox 
in the November issue of Boy’s 
Own Paper. 


A_ huge panel over the main 
entrance to the “Irish Times’’ build- 
ing in Westmoreland Street, Dublin, 


designed on the scoreboard 
principle, gave up-to-the-minute 
election results throughout the dav. 


* * * 


The minute-by-minute election 
— service provided by the 
Evening News outside 


their” — —y Street offices 

attracted so large a crowd on Fri- 

day afternoon that special police 

reinforcements had to be drafted in. 
* * * 


The Financial Times, by arrange- 
ment with the Exchange Telegraph 
Company, gave minute-by-minute 
results to thousands of City workers 
between 11 a.m. and 6 p.m. last 
Friday. The display board was 
made by Mercury Displays Ltd., 
and showed the state of the Parties, 
with a Stop Press blackboard square 
in the centre of the board. A staff 
of six operated this board from the 
office of the Royal Exchange Arsur- 
ance Company. 


~ * * 
The front page of The R di 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


MAN, aged 25, mostly having dealt at 
Director level, finds himself broke, but 
with the basis of a sound newly estab- 
lished printing Agency (Design, layouts, 


and would either (a) accept Director 
with cash or (b) contract employment 
with a good firm to which he would 
treater | * Co pane to emp'oyers. 
HAS N Y_ HIGH IDEAS OF HIS 
OWN IMPORTANC -E 
__Box 192 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST, Visualiser, typo- 
grapher requires position with agency. 
London area. SO p.a. 
Box 171 Ad. Weekly 180 Fleet St BC4 
ENERGETIC SPACE SALESMAN, wide 
range of contacts, secks advancement, 
excellent record. 
__Box 193 Ad. Weekly 180 Fleet St EC 
AVAILABLE! Fully experienced positive- 
stencil maker, half-tone, colour, secks 
suitable position W.S.W. London area. 
Box 194 Ad. Weekly 180 Fleet St_BC4 


MAN with 15 years’ experience of Adver- 
tising Agency accountancy desires posi- 
tion as Accountant or Assistant 
Accountant. Further particulars, write 
Box 185 Ad. Weekly 180 Fleet St EC4 


ADVERTISING EXECUTIVE 
Sound experience of development, 
marketing and advertising of leading 
branded consumer goods. Seeks change 
from present agency position. Would 
consider post with progressive manu- 
facturer or — 


183 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FREE LANCE SERVICES 


GENERAL ARTIST figure, 

lettering requires work. 

with printer and block maker. Phone: 
HOL 0839. 

ETOUCHER. Long experience, seeks 

ree lance arrangement 

__Box 173 Ad. Weekly 180 Fleet St BC4 

ENERAL ART: 4—— Greetings 

Cards: Illustrations: layo 

Box 115 Ad. Weekly 180° Fleet St EC4 

if 11's GOT TO BE FUNNY—Robert 
(starving artist) Brett—address below. 


TRATIONS cartoons for 


08 


ILLUSTRATIONS | and 
gazines, etc. 
22 "Gayion Pica: Ham 


NG 
class service busy 
De wes (Lettercraft), 10 Lake Si Street, 


BUSINESS OPPORTUNITIES 


SOLE AGENCY 


eo F "7 ~ RE Dd 
GREAT BRITAIN: ~ NORTHERN 
IRELAND, EIRE 
For TRADE REFERENCE 
* ‘BOOK of 


WwoORLD tga 


(1) Insertion and = 
(2) Orders for the Book. 

GENEROUS TERMS 
Only firms with proved experience and 
very complete organisation should write 


Box 
Advertiser's Weekly, 180 Fleet St., £.C4 


COURSES 


CANDIDATES FOR 
THE A.A., L.1.P.A. and LS.M.A. 
EXAMINA 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 

ied in recent years and 
L.S.M.A's Pickup Medal in 1944, 
1946, 1948, and 1950. We also 
offer non-examination Courses, 
both comprehensive and 
specialised, in modern Advertis- 
ing, Salesmanship, and Sales 
Management. Send for our 28- 
page klet “‘Advertising’’ or 
‘Salesmanship and Sales Manage- 
ments’’ (36 pages). Each is pack- 
ed with practical information. 
They are free. So are the willing 
services of our Advisory Depart- 
ment. 


was remade on Friday morning to 
carry the election results. There 
was an innovation in the form of 
a Union Jack, printed in red and 
blue, on the top right hand corner. 
The Recorder is printed on a news- 
Gale & 
ellington 


aper rotary machine b’ 


olden Ltd. at their 
Press, Aldershot. 


A special “Daily Graphic’’ information room at Kemsley House was used 
on Friday to keep four election bulletin boards ‘up to the second’ as results 


flooded in. 


f A five-way telephone hook-up made this service possible, 
linking the information room and four centres. 


Piccadilly, “‘Western 


Mail” office in Fleet Street, the ‘50 Years of News Pictures’ exhibition 


(here pictured) in Oxford Street, and Kemsley House main entrance. 


CLASS 
freelance artist. As 
tact, desires chang 
Box 174 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


FLEET STREET OFFICE address re- 

ones by ar publishers for 
al use 

oo” 181 ‘nd. a Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


MINING EQUIPMENT reaches almost 
every sing.c one of the most important 
mines or mining companies in almost 
— ange overseas country. It is an 

mpaign—a thorough and 


Christmas vy Card 
the end con- 


FALKS ~~ (photographers). 
Specialists in Educational Filmstrip 


Production. All enquiries to Camera 
Talks, 23 Denmark Place, W.C.2. 
__TEM_ 1828. 


ADDRESSOGRAPH _ insialiation. com- 
plete, cabinets and stock unused ites. 


A.W. ot PE. 110 St. Martin's 


DESIGNER offers studio _ facilities, 
S.W.6. Share Les airbrush, type- 
writer, telephone. - Low terms. Write 
Box 195 Ad Weekly 180 Fleet St EC4 


x_10 in. * WELbeck 7430 
POR ALL —— Art phone MUS 
7181. W. Partridge, 23 Bloomsbury 


PUBLICITY SERVICES: Keen and re- 
sourceful Press agent open to accept 


one oF two assignments 
Box 175 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


DESK SPACE in Studio, W.C.2. Good 


PICCADILLY CIRCUS, near, S/C suite 
= 6 offices and Studio total area 1,750 
sq. ft. Lease approximately 18 years. 
Rent £1,500 p.a._ Brett's Lid., 353 
Norwood Road, §.E.27. TUL 6601/3. 


CHANGE OF ADDRESS 


KIRKSTUDIO LTD 


have removed to 
24 HOLBORN 
LONDON, E.C.! 
CHAncery 4713 


PRINTERS 


FINE ART & PERIODICAL PRINTERS 
Modern organisation and plant. Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for mn representative to call. 
Printers to the trade for 50 years. 
WM. CARLING & CO. LTD., 
Hitchin, Herts. Hitchin 93. 
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ADVERTISER’S WEEKLY 


EXPERIENCED 
SECRETARY 


Shorthand/Typist required by 
Advertising Manager of large indus- 
trial concern in the Midlands. Must 
have Executive experience in 
Advertising with first-class refer- 
ences. Position is an important one 
demanding someone capable of 


accepting responsibility and with 
organising ability. Reply in deta! 
iving qualifications, including 


horthand and Typing speeds, 

experience, age, enclosing copies of 
recent references and state salary 
required 


Box 177 
Advertiser's Weekly, 180 Fleet St., E.C.4 


s: REPRESENTATIVE WANTED wiih 
connection which would enable art 
work to be introduced to Midlands 
studio Write, Child Co. Ltd.. 
Commercial Artists and Designers 
Swan Buildings, Edmund Street 
Birmingham. 3. 

ASSISTANT ADVERTISING MAN- 
AGER required by North London firm 


manufacturing production power tools 
ust “be young, energetic and have 
knowledge of advertising and some pre- 
vious experience in the production of 
catalogues, leaflets and show stands. 
The position will provide a 
opportunity for the right 
develop a new department 
engineering knowledge an advantage 
Applicants must give full details of 
education, Gieesence age and salary 
required. Wri 
Box 155 Ad Weekly 180 Fleet St EC4 


Opportunities 
to join expanding, 
' old-established 
: Agency 
} oe 


7 
-|GODBOLDS 
; 


ie ee 


| has vacancies 
; for the following 


_ | COPYWRITER / VISUALISER 
with first class experience of 
' | national advertising for con- 
sumer accounts. 
PRODUCTION MAN 


with all-round experience of 


blocks, typesetting and 
foundry work for both press 
, and print production. Also 


experience with colour gravure 
advertisement reproduction 


SHORTHAND TYPIST 

with statistical experience. 
General secretarial work plus 
the ability to extract and com 
pile statistical data. 


Please write in first instance stating 
clearly your age, experience and salary 
required to 


GODBOLDS LIMITED 
99 ALDWYCH, LONDON, w.c.2 


Mark your envelope 
C./V., P.M. or S.T. 
as applicable. 


RATES: APPOINTMENTS ey 
qudiesion a WANTED, 


charge, one line ag 9d. covering 
advertisements 


mo Series 
: seven insertions MUST BE. ‘PREPAID. 
Weekly.” 180 Fleet Street, London, E.C.4. 
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3s. 6d. per lime, 35s. 
line, 35s. 
4s. per line, 45s. 7 "aispiay panel ae 


per display panel inch. 
per display panel inch. All other 
Minimum, 3 lines. Box No, 
rates on application: all 


Novemser |, 1951 


CLASSIFIED ADVERTISEMENTS | CERI 


A well-known Fleet-street 
group of periodical-publishing 


Address: “A 's 
CHAacery 


APPOINTMENTS VACANT 


JUNTOR, male 
a Publishing 
Magazines Excellent opportunity to 
jearn commercial art after an 
School training, providing he is willing 
to “Start from the bottom.’ rite 
for interview to 
Box 160 Ad. Weekly 180 Fleet St BC4 


required for 
House of 


Studio in 
Women's 


ARTIST 


required for general 
studio work on 
interesting accounts. 
He will be in 
pleasant surroundings 
and have 
opportunity for 
developing his own 
ideas. 


Applications in writing to 
SCOTT-TURNER & ASSOCIATES LTD 


17-18 Dover Street, London, W.! 
REGent 048! 


| KEEN YOUNG MAN required for Public 


Relations,’ Publicity and Printing De- 
artment of Industrial vehicle manu- 
acturers—to be directly responsible to 
Managing Director. Applicants must 
be able to prepare own layouts, com- 
pile section! write-ups, arrange exhi- 
bitions and generaily have initiative 
ideas "tor the furthering of the Co.'s 
sales and reputation Knowledge 
Rotaprimting and advertising. Please 
give full details of age. experience. pre- 
sent salary and salary “equired to Lans- 
ing Bagnall Ltd., Kingsclere Road, 
Basingsto| = 

FREE-LANCE 
simple l@youts accurately 
for type i service 
London essenti 

Box 159 Ad. Weekly 180 Fleet St EC4 


PRINT MANAGER 
REQUIRED 


by well-known Fleet Street 
Agency. Must have prac- 
tical experience and 
thorough knowledge of ail 
printing processes, also 
costing and estimating. 
Apply giving details of 
experience and salary re- 
quired to 
Box GA 549 
47 Salisbury Court, Fleet Street, E.C.4 


producing 
marked-up 
in Central 


capable of 


DISPLAY AND EXHIBITIONS. = Ex- 
perienced senior assistant required 
immediately in Publicity Departmen: of 
Nationally Advertised Manufacturing 
Confectioners in Kent. Sound, practi- 


ca! display experience essential Exhi- 

bition design an advantage Good 

salary and prospects for man 27-35, 

with ideas and initiative. Write in 

first instance, giving age, expericnce 
Salary required to Box 676. 
"s, 100 Fleet Street. E.C.4 


> ARTIST WANTED in the Pub- 
ic Department of an Agricultural 
Machinery Manufacturer near 
Albans. The position offers a variety 
of work but with emphasis on lettering 
and retouching. Write, stating age, ex- 
perience and salary required to Techni- 
cal tr | 
Box ‘Ad. Weekly 180 Fleet St EC4 


ARTIST required immediately for Litho- 
printing ag ng og of Electrical Manu- 
facturer. Must be capable of first class 
lettering and able to tackle wash and 
retouching Scope for man with sense 
of display £8—410 weekly Apply. 
Secretary, Graham Farish Ltd., Brom- 
ley, Kent. Tel AV 3475 


THOMAS SKINNER & CO. (PUB- 
LISHERS) LTD., require an advertise- 
ment clerk (femalc). with considerable 


experience of make-up for their annual 


reference books Replies to 330 
Gresham House, Old Broad Street, 
E.C.2, giving details of age, experience 
and salary 


SIGNWRITERS Craftsmen and Improvers 
urgently required Permanent all year 
round situations Top rate, paid holi- 

/ Write. telephore or call: Regina 

Studios Ltd.. 27 Boston Road, Han- 
! 7 EAL 9303 

PRODUCTION, = Progressive 
quires a further young 
production assistant to 


agency re- 
but experienced 
handle group of 


accounts including block ordering 
maintenance of records, etc. Five day 
wee Write, Crane Publicity Lid 
5/6 Quality House , Qu ality Court, 
Chancery Lane c 


SENIOR SECRET ARY, shorthand typist 
required by Advertisement Manager of 
important national pcriodkals Good 
education and abi'ity to act on own 
initiative Applicants, whose enquiries 
will be treated in confidence, should 
state full particulars of experience, age 
and sa'‘ary required to 
Box 190 Ad. Weekly 180 Fleet St EC4 


GREENLY’S 
require 
STILL MORE 
AGENCY TRAINED 
PRODUCTION 
MEN 
with practical knowledge of 


complete technical production 
including some typography. 


|. Senior men with not less than 
5 years’ experience. 

2. Junior assistants with 
least 2 years’ experience. 


at 


If you are a keen, capable pro- 
duction man, able to handle a 
group of busy accounts, and 
would like to be considered for 
a job with scope for man of real 
ability, 

WRITE giving age, experience 
and salary required to 


Production Manager, 
. GREENLY’S LTD. 
5, Chancery Lane, W.C.2 
No telephone calls please. 


REQUIRED for Publicity Department of 
old established nationally known manu- 
facturers (Eas: London H.Q.), experi- 
enced assistant with sound know ane 
of printing. and paper, etc., 
poss ble some experience of 
tons (make- “UD. distribution, 
about 30/35. $-d week. Staff can- 
teen Write. stating age. experience 
and salary require: 

Box 163 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


companies has vacancies for 

additional staff in its various 

Advertisement Departments 
Present staff know about 
these proposed additions. 


ASSISTANT 
MANAGERS 


Must be first-class space-sales- 
men. 


PROVINCIAL 
REPRESENTATIVES 


Must be living near London 
and be prepared to spend 
most of time in Provinces. 


NORTHERN 
REPRESENTATIVE 


Must be living in North and 
be prepared to give full time 
to covering the North of 


England from Lancs and 
Yorks upwards. 
YOUNG MEN 


Must have had some exper- 
ience in the Press or Adver- 
tising field but need not have 
sold space. 


Send full particulars of age 
and experience, in strict 
confidence, to: 


General Manager, 


Box 184 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SMALL LONDON PUBLISHER per 
shorthand/typist secretary. This 
responsib!e and interesting situation “and 
there is plenty of scope for advance- 
Telephone: MON 3293 between 
12 a.m., and 2 p.m. and 


LAYOUT ARTIST, with knowledge of 
production detail and capable of 
finished lettering required immediately 
by Studio of West End Agency. Apply 
giving details of experience, age and 
salary expected, enclosing specimens of 
work (returnabic), S Knights, 
10S Baker Street, W.1 


COST CLERK ACCOUNTANT required 


or Printers. Progressive position, 


good salary Apply. giving details of 
experience and references, to The 
Accountant, Ss Clements Press, 


Portugal Street, W.C 


ASSISTANT TO AGENCY DIRECTOR. 
Man required with sufficient “‘back- 
ground” to handle a job from start to 
finish This calls for an all-rounder. 
covering creative work for Press and 

copywriting, typography, know- 
ledge of blocks, etc., and will utilise 
the applicant's strength in one or more 
of these directions while he is develop- 
ing on the others. Write, giving full 
details of age, experience and salary 
required to 

Box 188 Ad. Weckly 180 Fleet St EC4 


LAYOUT 
ARTIST 


We want somebody with a real 
flair for layout and asound know- 
ledge of typography. This is a 
good job in a growing agency, so 
if you think you might level up 
to it, telephone Derwent 4444 
and ask for Mr. Dadd, 


GEOFFREY DADD, LTD. 
90 Epsom Road, Sutton 
Surrey. 
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APPOINTMENTS VACANT 


LETTERING 


Suitable applicant must be ex- 
perienced, young and keen to 
work with new team. 


WRITE GIVING FULL DETAILS 


STILL LIFE 


Artist required must be adapt- 
able working in Line, Tone, 
Colour also Aerograph. 


FORUM 


ART SERVICE LTD. 
24 Museum St., W.C.2 
Langham 5258 


SOPY DETAIL CLERK required for 
busy, old established, but small agency. 
Careful attention to detail in a variety 

ot work absolutely essential. good 
salary will ad _— a reliable man or 


woma: 

Box 180 Ad. Weekly 180 Fleet St EC4 
RTIST required by large sign Company. 
Experienced in sign design and colour 
drawings for clients. Existing staff 
State age, 


NOVEMBER 1, 


know of this advertisement. 

experience and salary required t 

ae Clark, 
1 


0 Box 
A.C. 67049 °st/61 
Mortimer Street, V 
DVERTISI! NAGER wanted for 
county weekly, competent to supervise 
accounts side; house will be availabic. 
State fully experience, salary and refer- 


ences to 

Box 156 Ad. Weekly 180 Fleet St EC4 
EPCRETARY WANTED by Advertise- 
ment Manager of established weekly 
trade journal. Shorthand-typist, 


to 
Box 165 Ad. Weekly 180 Fleet St EC4 


IN 
MANCHESTER 


ILLUSTRATED 
NEWSPAPERS 


Mhave a vacancy for a young 
man as Northern representa- 
tive, and to take charge of 
their Manchester office. 


Preference will be given to 
a Manchester man who lives 
in the area, but he must be 
prepared to travel in the 
jorthern counties. 


Some space selling experi- 
pnce or term in an advertising 
gency would be an advantage. 


Please write giving details of pre- 
jous position, age and salary 
required to 
W. W. J. Studd, Director, 
Illustrated Newspapers Ltd., 


Ingram House, 
95-198 Strand, London, W.C.2 


NIOR ARTIST required by lcading 
mpirmingham Advertising Agency. Must 
lave several years’ experience in work- 
ng to high standards. Only first class 
pplicants considered. Ability and/or 
esire to do layout work Bw Sevantage 
joo0d salary. 40 hour 
Ox 166 Ad. Weekly 180. Fleer St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINiME 


a required by ~ cx- ; 
At 


ind for North ‘england. Its circulation is | 
genuinely big; advertisers renew because | 


gst 
Engineering Companies write to Mining 
Equipment, 16 King Street, E.C.2. 
PROGRESSIVE ADVERTISING 
AGENCY cequires Creative Copy 
Visualiser for their rapidly expanding 
London office. ust be able to pre- 
pare visuals from full briefing. Salary 
50. —_ 5 ~ interview, stating age 
and experience 
Box 162 Ad. Weekly 180 Fleet St BC4 


PRINTING OFFICE 
MANAGER’S 
ASSISTANT 


required by London firm of 
Designers and Printers. 
Must be of School Certifi- 
cate standard. A knowledge 
of litho printing and kindred 
trades an advantage. Would 
be required to prepare 
estimates and know some- 
thing of buying materials 
required. Good salary, good 
position, excellent pros- 
pects. Apply 
JAMES HAWORTH & BROTHER LTD 
Rossendale Works, Chase Side 
Southgate, London, N.14 


LEADING ADVERTISING AGENCY 
requires an a. experienced 
checking charges for process blocks, 
typesetting and foundry work. Appli- 


to ° 
id Chancery Lane, 


EXPERIENCED GENERAL ARTIST 
wanted, capable of producing ae 
roughs and finished art:—some figur 
work an advantage. Phone or write 
for an appointment to Mr. Gibbs Max- 
well, Clarke Lid. 6 Tudor 

: CENtrai $169. 

REPRESENTATIVE for Studio. Know- 
ledge artwork, processes —. 
nen ype San young. Good salary 
and commissio WHltehall 6010 

-WR IMPROVER required by 

Advertising Departmem of 

size West of England factory. hoon. 

stating salary required and giving parti- 

culars of experience to 

Box 121 Ad. Weekly 180 Fleet St EC4 


salary 
Greenly’ 8 
C2 


LAYOUT AND 
PRODUCTION 


A layout and production man is 
required by busy Publicity 
Department of major national 
cinema circuit. Main duties will 
include production of monthly 
house magazine and another 
quarterly journal, but he will 
be expected to take active 
interest in other aspects of film 
publicity work. He need not be 
a journalist but if he can write 
a little,so much the better. 
We are not looking for some- 
one who is “willing to learn."’ 
The man we want has imagina- 
tion, amodern approach, knows 
print, is capable of ordering his 
own blocks and will produce 
bright and attractive publica- 
tions, ON TIME, from the 
material handed him by a 
editorial team. Write, giving 
full particulars (no specimens 
yet) and salary required to 


Box 176 
Advertiser's Weekly, 180 Fleet St., E.C.4 


’Phone your Classifieds 


VAC 


POSTER ADVERTISING 
Midlands firm of Poster Adver- 
tising Contractors, the 
following vacancies :— 

Indoor staff 

Sales and planning dept. 

Outdoor staff 

Inspectors 

Site negotiators 

Hoarding erectors 

Billposters 
Apply, giving full particulars, 
including age, experience and 
salary required, 


Bex 150 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AQUASCUTUM LIMITED require Secre- 
tary/ Assistant 
ment Good 
essential, 


evious experience 
advertising G 


preferred. salary 
Write to Adver 
AQ c 


details of previous 
ZOLTAN GLASS STUDIOS require an 
Assistans Associate Pactosragher 4 
studic an 
is an opportunity oe a ‘young cnthusias- 
tic photographer of high artistic and 
technical standard, with experience in 
fashion and advertising photography, 
whose work is already published, but 
who wishes to increase his scope. 
Generous salary and percentage on all 
Write in first instance please, 
stating experience, connections, ambi- 
tions and salary required to 
197 Ad. Weckly 180 Fleet St BC4 
LETTERPRESS PRINTERS oid estab- 
lished with modern works London, re- 
quire Representative with good connec- 
tion for colour and first class commer- 
cial work. Some Accounts available 
Write in first instance, stating present 
° . * work handled, experi- 


Box ria “Ad. “Weekly 180 Fleet St EC4 


A first class opportunity for a 
CREATIVE 
DESIGNER 


Fleet Street Advertising Agency 
Offers position to artist in their 
creative section. The position 
offers scope and every oppor- 
tunity to an experienced adver- 
tising artist capable of producing 
attractive, up-to-date, finished 
layouts for general and technical 
advertising. He will have the 
co-operation of a large and fully 
expericnced studio staff in the 
production of finished artwork, 
but the ability to produce miore 
than just a visual ui 
Please write, giving 

- ro - 
Stage please), and state salary re- 

quired to The Art Director 


DOWNTONS LIMITED 
TEMPLE BAR HOUSE - FLEET ST., E.C4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


COMPOSITOR required by as 5 known 
firm of Ticket Printers bridge. 
Write, with full details of a; 

perience, to Box 848). 
Kdvig., 64 Finsbury Pavement, & E.C.2. 
TAN GLASS requires expert phowo- 
gtaphic retoucher for both negatives and 
prints Ideal working conditions and 
erous remuneration. Write in full in 
instance, enclosing specime: 
by salary sequired. Free lance work 
fer if ia vicinity 
aad speedy delivery possible, Write 
__ Box 198 Ad. Weekly 180 Fleet St EC4 

DIRECT SALES AIDS.  Represeniative 
required, sound connection with users 
of Display Units and Silk Screen 
Printing. Ky and generous com- 
mission. col in strict confidence to 
Box 189 aa jeckly 180 Fleet St BC4 

~ SUB-EDITOR oad 
for leading Tobacce 
Details and qualif. 
ons 
Box 182 ead. Weekly 180 Pieet St BC4 


PRODUCTION 
ASSISTANT 


First-class London Agency 
requires assistant to 
Production Group Manager 
with two to three years’ 
production experience. 


Box 19! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


NEWSPAPER CIRCULATION REPRE- 

ATIVE required for London area. 

Should hold driver's licence Write 

| sng — of past experience, ctc 

Box 179 Ad. Weekly 180 Ficet St EC4 
xv 


NT RI 
required for monthly 
Write, stating age, experience and 
salary required to Secretary, - te & 
Sons, Lid.. Printers, Guildford. = 

SALESMAN: Bus space: experienced man 
can earn by results £2,500 p reput- 
able company. Sole rights of ie 4 
tion Buses near London a North 
b hag travel.” Age, particulars 
Box 164 Ad. Weekly i. oe oii EC4 

AMBITIOUS AND 
young woman with om i of 
advertising foutine to train in Public 

typing an advan- 
pr 


n ‘ospects. 
Ad. Weekly 180 Fleet St BC4 


PRESENTATIVE 
local magazines. 


Box 157 


WIRED for West End Ar 
Write Box No. =. ca, c, 
2 Toc eee ae om 
YOUNG uired by Free 
Lance Pn ty aaa ackaging De- 
signers. Knowledge of lettering, — 
making. draughtsmanship adva 
_ Box 178 Ad. bad 1150 Fleet iy 71 
FEMALE AR 
tracing, . deawins. and general 
Box 158 Ad. Weekly 180 Fleet St BC4 
MANAGER for Hand Written and Silk 
Screen Department. Exceliem pro- 
spects for young man with ability in 
an Agency 100 miles fr 
Box 161 Ad. Weekly a Fleet St bcs 
RETOUCHING ARTIST, required by 
London Studio _ = given to 
applicant experienced in technical sub- 
ec G salary offered and five 
Write in first 
experience and 


Box 819 ‘nd. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


CREATIVE EXECUTIVE considers 
changc Outstanding designer with 
Original approach, and ability to guide 
team Copy lead, production experi- 
ence. Used to cliem contact. At pre- 
semt art dwectuung medium sized agency. 
Would consider similar appoiniument 
offering wider senee, or group direc- 
tion in larger agenc 

_Box 168 Ad. \ Weekly” 180 Fleet St BC4 

HONOURS ARTS GRADUATE in Ene- 
lish and Philosophy, Reading Univer- 

2, desires position of copy- 
London 
k 


instance, 
Salary 


Universi, ca Excellent cefer- 
Box. 169 Aa “Weekly 180 Ficet St BC4 
YOUNG MAN, 


33. National Diploma of 
Design KL knowledge of 
process reproduction, requires post in 

Agemy or Studio yeneral artwork 
Box 172 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT REPRESENTA. 
TIVE, aged 30, representing national 
and technical journals in pro- 
es, secks position -y London areca 

with reputable publis! 

Box 187 Ad. Weekly 180 Fleet St BC4 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in_urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sweet, W.C 2 
(WHltehall 5924) specialise in 
efficient personne! 

LAYOUT/LETTERING ARTIST, Agency 
experience, secks post 
Box 170 Ad. Weekly _180 Fleet St 4 St BC4 

PRODUCTION EXECUTIVE, aged 28. 
seeks progressive post assistamt to 
Director of Advertising Manager in 
London Agency or manufacturing con- 

Experienced in handling national 
including preparation of 

. print-buying, Paes 

artwork and liaison with cli 

Box 186 Ad. Weekly 180 Fleet. ‘Se EC4 


(Continued on page 265) 
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THurspDay, NOVEMBER 1, 1951 


Advertiser's 
a a Weekly Li 


Post free 
55/- (overseas) 


Y 
4 a. day the evidence STOP PRESS 


is mounting that those who pin their faith on 


the Commonwealth are making the surest contribu- 


APPEAL FOR 
ST. BRIDE’S 


: : , : restoration, of Church of St. Bride, 
tion to this country’s prosperity. Pmer yp 

ona lads We hate 
New Commonwealth has been providing a focal Patro 


ms’ roll includes Viscount 
Camrose, 


- oe ‘ [.'F, Cadbury, and H. H. Alariage 
point for publicising the economic development Ingram, editor of 


of the Commonwealth countries through its monthly 
issue. The increasing importance of Commonwealth il. A” Taylor elected chairman of 

‘ : ; — representative executive _ 
trade now necessitates more frequent publication and chairs. 


Hugh Appleton vice- 
from January 7, 1952, the journal will be published HULTON DIVIDEND 


‘ ‘ 7 : . Hulton Press dividend om. -_ 
fortnightly. Manufacturers will find in this fortnightly ad oe? 


publication an efficient and economic means of 
| reaching men of affairs controlling the expenditure 


of vast sums on capital and consumer goods. 


New Commonwealth presents a wonderful oppor- 
tunity for advertising to ever-expanding markets 
in a publication renowned for its influencial elias Newton, space-bayer with 


‘ has 2 bined board of directors. 
readership. pein, Davenport, joins Cavendish 


executive. 
Advertisement rates from recog- 


CAMPAIGN FOR 
nised Advertising Agents or EQUAL PAY 
write to New Commonwealth, | hey ae 


blicity 
ppointed public rela- 

. -~A — a Equal an C- 

p ommittee. ommittee, 

33 Tothill Street, London, S.W.1. representing. somne 0 - important 
women’s and mixed organisations. 
is planning a national campaign. 


ee no a eet elegraph” are to corte 
“ x 2 oe memoirs “Closing Se Hing” ceed 
NEW COMMONWEALTH ing, Monday. “Illustrated” announc 

s ory” y instoq 
Fortnightly from January 7 a Se 


Advertising for Pyrex glasswari 
to be handled by Stuart Advertis 

ing Ltd. as from January 1. 
Published by the Proprietors, BUS! 


BUSINESS PUBLICATIONS, Lrd., at their office at 180, Fleet Street, London, E.C.4. (Phone : Gane 8844. 
November |, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Serest London Orman ’ 
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